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Rough Proofs 


Gladys the beautiful receptionist | 
says she supposes the liquor adver- 
tise s will be pretty hard to sell on 
the use of those new zig-zag 
spreads. 

v 


vy 


Pepsodent is running copy telling | 
how to read an advertisement. The 
next step will consist of inviting 
the customers to give their ideas 
of how to write one. 


~~ © 


Capper’s Farmer tells the dra- 
matic story of the creation of syn- 
thetic manure. Poetic justice re- 
quires that every tractor be pro- 
vided with the necessary equipment 
to make it. 


, © 


It seems, judging from Jewelers’ 
Circular - Keystone statistics on the 
rapidly rising marriage curve, Uncle 
Sam’s call to arms made a lot of 
the boys rush to arms. 


- FF 


Another $100,000 soap contest has 
been announced, and the blasé con- 
testants murmur ho-hum. About 
the only thing that will really ex- 
cite the gals nowadays is assurance 
of a star role in Hollywood oppo- 
site Errol Flynn. 


. v } 


Perec Westmore, it is reported, is 
going to tell magazine readers how 
to create glamor boys. It won’t be 
easy, though, as glamorizing 
movie queens by adding two-inch 
artificial eyelashes. 


iS 


a 


Jack Laemmar is advocating 
using standard time for radio 
broadcasts throughout the year. It 
won’t go over, though—it would 
make this business entirely too 
simple. 

v v v 


George McMillan says all adver- 
tising interests should oppose re- 
strictions on any kind of advertis- 
ing. If you don’t all hang together, 
you may just hang. 

v v v 
ASCAP is signing a consent 
decree and paying fines aggregating 
$24,000, but wants it understood 
that it doesn’t admit anything. The 
money is nothing more than a token 
payment. 


v v v 
An ADVERTISING AGE editorial] 
‘Titer is worried about life expec- 


‘ancy in advertising. But the lads 
who succeed in this business are all 
Q favor of a short life and a merry 
ne, 


y,vry 
_The publisher of “Space and 
‘Ime' spent eight days in the hoose- 
“WwW, an experience which is calcu- 
ed to give him a much better 
tea of both. 

v v v 
General Mills has conducted 86 


nests in the past ten years. It’s 
“ged almost as many champion- 
i battles as Joe Louis. 


, 


“Tot icco Road” hits the screen 
‘ast. and all the advertising will 
*€ to explain is how they got the 
“0g past the national board of 
hsors 


Copy Cus. 


NEW APPROACH 
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=" Buy CHRYSLER' 


| Two pieces of Chrysler newspaper copy 
which indicate the unorthodox approach 
being used. The one at the left is 900 
lines, the other 756. (Story on Page 6.) 


Advertising to 
Play Big Part in 
S. A. Trade Drive 


| Rockefeller Committee 


Enlists Aid of Four A's 
and Others 


| New York, Feb. 20.—Advertising 
and market research have _ been 
| assigned major roles in the task 
}of cementing commercial as well 
las cultural relations between the 
| United States and 
| Latin America, it 
lwas indicated 
|here this week 
jas the small 
group of adver- 
tising men work- 
ing with Nelson 
A. Rockefeller 
began to push 
their program 
beyond its pre- 
liminary stages. 

The merchan- 
dising aspects of 
this vital phase 
of national defense are being 
molded into a comprehensive pat- 
tern under the direction of James 
W. Young, formerly vice-president 
of J. Walter Thompson Company 
and more recently director of the 
Bureau of Foreign and Domestic 
Commerce in Washington. Asso- 


James W. Young 


|ciated with Mr. Young are Russell 


Pierce, also a Thompson vice-presi- 
dent,, and Don Francisco, former 
president of Lord & Thomas, who 
is currently on a South American 
survey tour. 


Three Objectives Outlined 


Export advertisers and 
observers who are close 
Latin-American picture, are of the 
opinion that the long-range 
gram must encompass three 
objectives: 

1. Scientific exploration of Latin- 

(Continued on Page 37) 


other 
to the 


pro- 
main 


DIRECTORY OF FEATURES 


Ad-libbing 12 
Basic Business Index 36 
Business Digest 34 
Canadian Magazine Linage 32 
Earnings 31 
Editorials 12 
Getting Personal 30 
Information for Advertisers 12 
Obituaries 37 
Photographic Review 39 
Rough Proofs ! 
Voice of the Advertiser 22 


Printing Trades 
Seek Legal Limit 


on Broadcast Time 
Indicate Fear That FM 


Will Cut Into Local 

Business 

Miami, Feb. 20.—Having  un- 
{leashed an all-out attack on radio 


advertising as the cause of unem- 
ployment in the graphic arts indus- 
tries, the International Allied Print- 
ing Trades Association today 
awaited reactions to its proposal 
that Congress take legislative action 
in curbing the amount of time radio 
stations may sell. The association, 
claiming a membership of 200,000, 
made up of the five leading 
typographers’, pressmen’s, photo- 
engravers’, stereotypers’ and book- 
binders’ unions. 

Public announcement of the asso- 
|ciation’s program brought to the 
surface a plaint that has oft been 
discussed in recent years within the 
'confines of the unions. Predictions 
were made just before the groups’ 
annual convention in New Orleans 
last year that the situation would 
be brought up for discussion, but 
this week's statement of the case by 
John B. Haggerty, chairman of the 
‘board of governors, was the first 
official comment. 


Claims 25,000 Jobless 

Charging radio with “encroach- 
ment” on newspapers, magazines 
and the commercial printing indus- 
try, the unions asserted that during 
the past five years 25,000 workers in 
the printing trades have been made 
jobless. According to Mr. Haggerty, 
“in 1929 radio took two cents out 
of every advertising dollar, while 
today it takes 35 cents. This gain 
for radio was due to the diversion 
of advertising from newspapers, 
magazines and the printed page.” 

The association's legislative pro- 
posal would cut commercial time 
sold from what Mr. Haggerty said 


is 


is currently 40 per cent of all avail- | 


9c 


«0 


able time to per cent. In addi- 
tion, heavy taxes on broadcasters’ 
income would bring the federal 
government about $12,000,000 in 
new revenue, according to Mr. 
Haggerty. 

In launching their  anti-radio 
campaign, the unions indicated they 

(Continued on Page 35) 


NEW ANGLE 


Old Gold's new campaign finds some- 
thing new to talk about. 


Old Gold Drive 
Goes Into High 
in National Media 


New York, Feb. 20.—Advertising 
by P. Lorillard Company of Old 
Gold cigarets went into high gear 
this week when first newspaper 
copy in the new campaign made its 
appearance nationally. Magazine 
insertions are slated to start soon, 
and radio efforts are already under 
way. 

Old Gold promotion has lagged 
due to a change of agencies, and the 
new campaign represents the first 
to be handled by J. Walter Thomp- 
son Company. Two types of copy 
are being used in newspapers, one 
|stressing that “something new has 
‘been added” and the other being 
written by Dale Carnegie on the 
subject of relaxation. 

Copy featuring the new ingredi- 
ent refers to a “prized imported to- 


bacco, from the Eastern Mediter- 
ranean a tobacco whose small 
aromatic leaves impart new life 
and zest to the famous Old Gold 
| blend.” 

Magazines will form the _ back- 
bone of the campaign, with news- 
papers and spot radio being used in 
key markets. Weekly publications 


will carry Old Gold copy in both 
black-and-white and color. 

Benny Goodman and his orches- 
tra are now broadcasting a_ half- 
hour weekly over station WJZ, New 
York, for Old Golds, and the show 
will probably be expanded to a na- 


tional network later. Another 30- 
minute show is aired over the 
Yankee Network in New England, 


and another is being prepared for 
the West Coast audience. 


Last Minute News Flashes 
Miller Named Standard Oil Advertising Manager 


New York, Feb. 21.—J 


A. Miller, 


for the past three years assistant 


advertising manager, was today named advertising and sales promotion 


manage! 
Marketers, succeeding J. A 


of Standard Oil Company of New Jersey and affiliated 


Esso 


Donan, who died suddenly two weeks ago 


Bennett Bates to Direct Erwin, Wasey Copy Work 
New York, Feb. 21.—Erwin, Wasey & Co. today announced appoint- 
ment of Bennett Bates as vice-president in charge of copy, filling the 


vacancy left by the death of O. B 
with Lord & Thomas and 


Lennen & Mitchell, and 


Winters. Mr. Bates was formerly 


was at one time a 


partner in Charles Austin Bates, Inc. 


“Ready to Use” White Lead Paint to Be Introduced 


New York, Feb. 21. 
white lead paint in “ready to use” 


and The Saturday Evening Post and March issues of American 


National Lead Company will introduce a new 


form in March 1 issues of Collier’s 


Home, 


Better Homes and Gardens, Capper’s Farmer and Country Gentleman. 


Trade 
inserts. 


announcements consist of 


color 
Marschalk & Pratt is the agency 


pages and two and four-page 


Calvert Consolidates Departments, Shifts Personnel 
New York, Feb. 21.—Calvert Distillers Corporation has consolidated 
its advertising and sales promotion departments under Joshua A. Gollin, 


formerly sales promotion manage1 


Jim Johnson, former advertising 


manager, and Harry Grossman, former central division manager, have 
been named assistant general sales managers 


U.S. Wins Sweeping 


Victory in Denver 
Grocery Action 


13 Defendants Fined 
$45,300; Most Pay on 
the Line 


Denver, Feb. 18. — Fines totaling 
$45,300 were levied here Friday by 
United States District Judge J. 
Foster Symes against 13 of the 15 
defendants indicted Jan. 29 by a 
federal grand jury on three counts 
of violating the Sherman anti-trust 
act by allegedly conspiring to fix 
wholesale and retail prices and to 


control the distribution of food in 
Denver. 
All 13 of the defendants fined 


entered pleas of nolo contendere to 
all three counts. Within less than 
24 hours after the fines were levied 
$30,000 had been paid to the clerk 
of the court. 


Two defendants, Miller’s Groce- 


teria Company and Morris Miller, 
vice-president and general man- 
ager of the company, filed de- 


murrers contending that the indict- 
ments do not state facts sufficient 
to constitute a violation of the anti- 
trust act and asserting that the 
charges are too vague, general and 
indefinite and do not sufficiently 
advise the defendant of the charge. 

Although the directors of the 


|Food Distributors Associatior, one 


lof 


the defendants, which was 
formed in 1937 to enforce the Colo- 
rado unfair practices act, stated 
that the association was “dead,” 
Charles Milliken, president, said it 
still is a live organization and that 
no legal action had been taken to 
dissolve the association. 


“Victim of Peculiar Circumstances” 

T. W. Henritze, Denver divisional 
manager for Safeway Stores, one 
of the defendants, issued the fol- 
lowing statement: 

“Safeway has been the victim of 
a conflict between two laws; the 
Colorado law contains a_ provision 
for actions which are now held 
illegal under the Sherman act. 
Safeway believes that the net re- 
sults of the action by the federal 
government will be good and the 
situation clarified. Our basie poli- 
cies and opinions are not altered in 
any way. We join with the major- 
ity of farmers and producers in un- 
alterable opposition to ‘loss leaders’ 
and below cost. We are 
equally committed to protecting the 
consumers’ interests by selling at the 
lowest retail prices consistent with 
fair and open competition and a 
small profit.” 

The government's crop of special 
investigators for the anti-trust di- 
vision have indicated they may soon 
take action in other fields in the in- 
termountain area but would not 
disclose details of the coming in- 
vestigation. 


sales 


JUSTICE CONTINUES FOOD 
STUDIES IN FOUR AREAS 
Washington, D. C., Feb. 19.—-Con- 
tinued activity in the retail food 
field by the Department of Justice 


was indicated here today by offi- 
‘ials of that agency following the 
sweeping success scored in the so- 
called Denver case 

Justice officials expressed the 


opinion that the Denver abuses re- 
sulted from operation of the Colo- 
rado unfair trade practice laws, and 
they told ADVERTISING AGE that there 
are already four groups in the field 
attempting to find similar violations 
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of the anti-trust laws. They are 
working in New England, the 
South, Middle West and on the 


West Coast, and it is safe to assume 
that their efforts will be intensified | 
as a result of the Denver decision. 

The division will proceed against 
retail food distribution abuses in 
these and other sections of the 
country just as soon as investiga- 
tions are completed and authoriza- 
tions are obtained. There are 35 
men in the field devoting their full 
time to the problem, and _ there 
would be more if funds were avail- 
able. 


Plan Announcer’s License 

A bill which would require radio | 
announcers who put insurance copy 
on the air to obtain an agent’s 
license from the insurance commis- | 
sioner has passed the Iowa senate 
and has been sent to the house of | 
representatives for concurrence. Not | 
a dissenting vote was cast in the | 
senate. 


W. B. & W. Adds Three 


Wood, Brown & Wood, Boston, has | 
added three new accounts, with | 
T. Seward Burrowes as account | 
executive: Joseph Antell, Brookline, 
Mass., women’s shoes; DeMuir 


septic and cosmetics; and 
Bliss Company, Boston, 
hardware. 


STRANGE LOOKING CHAIN STORE COPY 


Our Valentine 
to You!! 


LOW PRICES 


ee ee 
ment and month ~~ 
© ont veer 


“LOW PRICES 
ARE THE RULE 


AT SAFEWAY! 


We Wl Mot Be Underneld! Gompare ALL of Our Prices, Thal's What Tells the Story 


SANDWICHES 


ORANGE and GRAPEFRUIT SALE 


—s 


a 


SAFEWAY 


One of the indirect results of the food indictments in Denver has been ‘the 


appearance of this unusual Safeway newspaper copy. 
selling copy, it contains no prices of any kind. 


Although it is straight 
It is usually confined to a single 


product and a great deal of recipe material is included. 


G-E Boosts Bowe 


B. C. Bowe, manager of appliance 
Products Laboratories, Boston, anti- | sales for General Electric in the St. 
James | Louis area since 1938, has been ap- 
marine | pointed manager of 
i store sales. 


department 


Pearson to Koppitz 

W. M. Pearson has been ap- 
pointed general sales manager of 
|\the Koppitz Brewery, Detroit, in 
charge of the company’s sales, ad- 
vertising and sales promotion. 


Mrs. Cleveland: 


same 
Cleveland . 


same everything.” 


Mrs. Urban 


of them, too.” 


“You lowa 
women are right up-to- 
the-minute. You buy the 
things we do in 
. . same brand 
of soap, same coffee... 


lowa: ‘Of 
course, and we buy lots 


Right, ladies urban 
Iowans are city people. Add 
‘em all together and they 


make up a bigger city mar 
ket than Cleveland. They buy 
more automobiles, more food, 


more drugs—and 4 out of 


5 


of them read one newspaper. 


Sunday, 


out of 


urban lowans 
read ONE news- 
paper 


361,433 — Daily 311,768 — lowest milline rate in lowa 


Iowa 2% Use Tax 
Upheld by U. S. 
Supreme Court 


Washington, D. C., Feb. 18.—In a 
decision which may have wide- 
spread repercussions in merchandis- 
ing circles, the Supreme Court 


yesterday reversed a decision of the | 


lowa state supreme court and held 
that the state may collect its 2 per 
cent use tax on orders taken by 
Sears Roebuck & Co. and Mont- 
gomery Ward & Co. in the state. 
The tax requires every seller of 
tangible personal property sent 
into the state for use in lowa to 
collect the 2 per cent tax as agent 
for the state, regardless of where 
| the sale was made, and to remit this 
| tax periodically to the state authori- 
| ties. 
| The Supreme Court decision fol- 
| lows refusal of the two chains to 
|collect or remit the tax, on the 
/ground that Iowa could not tax 
transactions through the mails in 
interstate commerce. The case was 
decided in favor of the chains by 
a 5 to 4 vote of the Iowa supreme 
court in May of last year (ApvER- 
tistinc AGE, May 20, 1940), and 
yesterday’s reversal of the state 
court assumes great importance be- 
cause 17 other states have similar 
laws whose 


been in doubt since the Iowa deci- | 


sion. 

In reversing the state tribunal, 
the Supreme Court, in a 5 to 2 
opinion, held that the mail order 
business of the two companies was 
part of the general business done 
in the state through retail stores 
which are licensed by the state, and 
the state can exact the levy as the 
|price of enjoying the full benefits 
flowing from their Iowa _ business. 
Approximately $500,000 a year in 
| taxes are involved. 


. ° 

Philadelphia Adwomen 

| . *. 

‘Mark Silver Jubilee 

| Two outstanding events. are 
'planned by the Philadelphia Club 
'of Advertising Women in celebra- 
tion of its silver jubilee year mark- 


A dinner meeting will be held at 
6:30 p. m., Feb. 25, at the Poor 
Richard Club at which Sir Wilmot 
Lewis, famous journalist, will be 
| the speaker. Sir Wilmot will accept 
|a $1,000 check from the club for the 
women soldiers of Great Britain. 
| This sum was the balance left over 
‘from the sale of advertising in an 
| anniversary year book with which 
|to buy an ambulance for the Phila- 
|delphia chapter of the American 
|Red Cross. 

The second event on the jubilee 
| program is the annual dinner dance 
|of the club at 7 p. m., March 7, at 
the Benjamin Franklin Hotel. 


Nash in Minneapolis 
Nash Coffee Company has _ in- 
vaded Minneapolis with its sam- 


Northwest towns. Two pounds of 
Nash coffee are given to housewives 
who have Nash coffee on hand. A 
page announcement, printed in red 
and black, was made in the Minne- 
apolis Star - Journal preliminary to 
the campaign. Erwin Wasey & Co. 
is the agency. 


Asks Libel Law Change 


An “honest mistake” bill, by 
which newspaper publishers could 
escape punitive damages for libel 
by printing a retraction, has been 
introduced in the Oklahoma senate 
by Senator James C. Nance, pub- 
lisher of the Purcell Register. 


constitutionality has | 


ing the club’s twenty-fifth birthday. | 


—_ — 


- ~~ 


Plans for Co-op 
Dress Campaign 


Near Final Stage 


New York, Feb. 20.—Dress m: 
facturers and trade union represen- 
tatives will meet here next week to 
|map out plans for the industry p +o. 
motion campaign that is expe:teg 
to involve an expenditure of 
$4,500,000 during the next t! ree 
|years, ADVERTISING AGE learned 
today. 

The conference will follow the 
signing this week of a collec iy, 
bargaining agreement which es’ .b-. 
|lishes a precedent in managem: nt- 
‘labor relations in that it cont. ins 
|specific provision for the launc! ing 
of a $1,500,000-a-year camp: gn 
aimed at establishing New Yor!) a; 
the world’s fashion center. he 
| three-year contract also contain. an 
| “efficiency” clause designed to im- 
prove employers’ production p: ac- 
tices. The Dress Joint Board of the 
International Ladies Garn ent 
Workers’ Union and four-manu!ac- 
turers’ associations are signatories 
to the agreement. 

First problem to be discussec at 
|the promotion conference will be a 
procedure for raising the needed 
funds. The union has _ already 
offered $100,000 to start the }al] 
|rolling and it is expected that most 
|of the balance will be secured by 
a label tax on all garments manu- 
factured by _—ithe participating 
groups. About $500,000 is antici- 
pated as the contribution of banks, 
real estate firms and other busi- 
nesses that have a stake in the gar- 
‘ment industry. 


To Discuss Agency Choice 


Another subject scheduled fo: 
consideration is the choice of an 
advertising agency. Preliminary 
market research work upon which 
the Joint Dress Board based its 
original proposal for the campaig: 
was handled by J. Walter Thomp- 
son Company. This agency, it is 
understood, received no fees for its 
services. Although neither manu- 
facturers nor union Officials wil! 
commit themselves regarding thé 
|retention of Thompson as_ the 
lagency for the ambitious program 
ahead, it appears that the company) 
jis well out in front in the compcti- 
tion for the account. 

Substantial expenditures in majo: 
media will be an integral part of 
the campaign, but indications at 
this writing are that initial em- 


phasis will be placed on _ fashion 
shows and attendant exploitation 
jactivities. The cost of shows of the 


caliber pictured by industry leaders 
is estimated at $30,000 to $50,000 
each. 


pling campaign after a test in 25 | 


‘Margaret Carson Goes 
to Lord & Thomas 


| Margaret Carson, who has been 
with Stack-Goble Advertising 
Agency since 1926, has joined the 
executive copy staff of Lord & 
Thomas, Chicago, where she _ will 
specialize in radio copy. 

Miss Carson has done creative 
work for Lady Esther, Standard 0!) 
|of Indiana, Swift & Co., Norther 
Pacific Railway, National Tea 
pany, and Derby Foods. She } 
credited with a major part in (nh 
|creation of the Lady Esther “cio! 
| shade” story. 


40 NORTH MICHIGAN 
TELEPHONE WH tehall 


fled 


STANDARD STUDIOS ! 
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NNOUNCING... 


A New Method of Determining 


“EFFECTIVE COVERAGE AREAS’ 


of NBC Networks 


: 1 The first to be based on a nationwide All-County Survey of 


station listening habits and preferences. 


é Z The first to measure all stations on a uniform standard. 


| 3 The first to use as its standard the network effectiveness in 


the cities where advertisers’ national program ratings are made. 


nell 


- * * 7 


oT ace have long desired a method of determining the effective coverage 
of their networks throughout the entire country, as well as in the cities where the 
“ regular national program ratings are made. ‘These program-survey points represent 


only 25% of the nation’s radio families—and without network “‘effective coverage’’ 


: data for the whole country, adequate merchandising could not be efliciently 


ion planned on a national basis. 


the 
lers 
O00 


Now, after several vears of intensive study, the National Broadcasting Company 


announces a new formula by which it will be possible to map network “effective cov- 


erage areas,” on a basis comparable to those standards already accepted by advertisers 


een for one-quarter of the nation. _ 


will These new measurements will provide coverage maps which will enable an adver- 
Oi tiser to concentrate his merchandising and sales promotion activities in those areas 


where his radio advertising makes its most effective bid for listener attention. 


On or after March fifteenth, both networks of the National Broadcasting Company 


will provide their clients with exclusive effective coverage arca maps of their particu- 


lar networks. 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 
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17 Airlines 
fo Push Credit 
Travel Plan 


Chicago, Feb. 20.—Adoption of 
an air travel credit plan by 17 air- 
lines has revealed a rush of im- 
pending promotion programs not 
only by individual airlines but also 
by the Air Transport Association of 
America to take advantage of an 
anticipated boom in air travel. The 
credit plan, which goes into effect 
March 1, was officially adopted by 
the Air Traffic Conference, a divi- 
sion of the ATAA. The Travelers 
Credit Corporation of America is 
sponsor of the plan. 

Although the ATAA advertising 


program will not develop until early 
in March, M. S. Redfern, executive 
secretary, anticipates that it will 
call for the use of space in media 
to be selected later. It is reported 
that The Saturday Evening Post 
has been tentatively scheduled. 

One of the airlines planning to 
begin early promotion of the credit 
feature is United Air Lines, which 
contemplates using either special 
announcement copy or putting the 
credit plan in a subordinate place 
in its regular copy in newspapers 
and business publications reaching 
the travel agency field. The plan 
also will have a place in general 
magazine advertising. 

Others Await Developments 

American Airlines, New York, is 
planning to give special attention to 
the credit plan in its copy but it 
will delay its release until after the 
cooperative program of the ATAA 


has been launched. 

Travel credit is secured by apply- 
ing at an airline ticket office or 
travel bureau. Inquiry is made to 
insure that the prospect is able to 
meet monthly payments before 
credit is granted. 

The airlines expect to tap a large 
new market under the plan, a sur- 
vey showing that “63 per cent of 
the persons who have availed them- 
selves of the opportunity to pur- 
chase transportation on the credit 
plan would have stayed at home 
had the plan not been available.” 
It is presumed that this survey was 
based on rail travel, in which field 
the credit plan was put into effect 
in May of last year. 


G & W to Maxon 


Gooderham & Worts, division of | 


Hiram Walker, has 
Maxon, Inc., to handle its advertis- 
ing. 


First ¢. . Hooper report on Twin City 


listening shows WCCO leads 


oo Fall, the five leading Twin City radio stations arranged to have 
C. E. Hooper Inc. make a month by month, year-around survey in 


Minneapolis and St. Paul. Both the telephone coincidental and 


immediate recall methods are used. 


And the first report has just come through. It is based on the results 


of 28,707 telephone calls in the Twin Cities during October, November, 


and December, 1940. It shows that: 


QI" nore 
Gd more 
QO more 


to 


WCCO’s audience is largest in 116 of the 190 


weekly quarter-hours checked, as compared with 
62 for Station B. An 87% lead for WCCO. 
WCCO’s audience is largest in 37 of the 63 


weekly evening half-hours checked (6:00 p.m. 


to 10:30 p.m. ),as compared with 22 for Station B. 


A 68% lead for WCCO. 


WCCO’s audience is largest in 26 of the 40 


weekly daytime quarter-hours checked (8:00 a.m. 


to 6:00 p.m. ), as compared with 14 for Station B. 


An 86% lead for WCCO. 


[his is the most extensive investigation of radio listening made in the 


[win Cities since the special Crossley investigation of April, 1938. And 


it furnishes even more conclusive proof of WCCO’s :eadership in the 


Minneapolis-St. Paul market. It shows what happens when a station 


consistently carries a full schedule of CBS programs and consistently 


airs local programs of network calibre. 


(Call us or \ 


ur nearest 


— - » > . 
Radio Sales Re fresentative for f 


: , : 
ther details on this survey 


WC (0 90,000 WATTS WHERE IT COUNTS THE MOST 


Chicago * Detroit * St. Louis * Charlotte * San Francisco * Los Angeles 


Minneapolis-St. Paul. Owned and operated by the Columbia Broad 


casting System. Represented nationally by Radio Sales: New York 


appointed | 


RUSHES INTO PRINT 


[ | 
| 


TO THE METAL-CONSUMING INDUSTRIES: 


will be seme on request, vogecher 
janis whch = with names and eddremes of capable } 
plewas moiders and fabrn sors 


MONSANTO CHEMICAL COMPANY 
Plast» Devoe wer mgt oul Mae 


_] 


Fast work was required to rush this na- 

tional defense advertisement into print 

in the United States News and other 
publications. 


Monsanto Sets 


Record Rushing 


Plastics Copy 


Springfield, Mass., Feb. 20.—The 
Monsanto Chemical Company 
cracked a few speed records Feb. 14 
to prepare and insert advertising 
copy which placed its technical staff 
on plastics at the disposal of non- 
defense products manufacturers so 
that essential metals such as alumi- 
num, magnesium, zine and copper, 
needed badly by defense producers, 
might be released to handicapped 
plants. 

The chain of events began Feb. 13 
when Edward R. Stettinius, Jr., 
priorities commissioner, announced 
through the office of production 
management that the bottlenecks in 
movement of essential metals to 
defense purposes had to be broken 
and suggested that the use of plas- 
tics offered a solution to industrial 
needs in some quarters, 

Monsanto, a major producer -of 
plastics, immediately reserved pages 
in Newsweek, Time and United 
States News in addition to its regu- 
lar monthly insertions. Sam M. 
Ballard, copy chief of Gardner Ad- 
vertising Company, St. Louis, who 
contacts the Monsanto account, took 
a plane to this city, headquarters 
of the plastics division, and, work- 
ing with James R. Turnbull, plastics 
advertising and promotional man- 
ager, prepared and cleared with 
divisional management, copy which 
was teletyped to St. Louis for the 
approval of Edgar M. Queeny, 
president, and James W. Irwin, 
assistant to the president. 

By 4:30 p. m. on Feb. 14, the copy 
had been approved and was on its 
way by teletype to Monsanto’s re- 
search laboratories at Dayton, O., 
to be sent by car to the McCall 
Corporation plant in Dayton for the 
Feb. 21 issue of United States News 
then going to press. First copies of 
the magazine were delivered to 
subscribers Feb. 15 and 17. 


Thayer Elected Head 
of Dotted Line Club 


Edwin F. Thayer, Industrial 
Marketing, has been elected presi- 


dent of the New York Dotted Line 
Club of the Associated Business 
Papers. John J. Whelan, Haire 


Publishing Company, was elected 
vice-president and Ralph Duysters, 
Sheet Metal Worker, was made pro- 
gram chairman. 

The club is composed of advertis- 
ing representatives of ABP member 
publications. 


Removal of Trade 


Barriers Urged 
at TNEC Hearing 


Washington, D. C., Feb. 20.- Reg. 
istration of proposed mergers, con- 
trol over acquisition of assets 


greater use of the Commerce De. 
partment in the gathering of eco. 
nomic data, removal of trade bar. 
riers, and modification of existing 
patent laws, were recommended to 
the Temporary National Economic 
Committee this week by represen. 
tatives of the Federal Trade Com. 
mission and the Departmen: of 
Commerce. 

Chief Counsel W. T. Kelly ang 
Chief Examiner James A. Horton. 
both of the Federal Trade Com mis. 
sion, appeared before the Con mit- 
tee, to support and approve recent 
recommendations made by Thur- 
man Arnold, anti-trust chief, 0: the 
registration of mergers with the 
Commission. FTC officials also ap- 
proved the finding that it should 
make studies of cases in fecera] 
courts which would act as ad- 
visory opinions to the courts i: de- 
termining anti-trust decision. 

Wayne C. Taylor, Undersecretary 
of Commerce, presented the ai; 
recommendations of the Commerce 
Department to the committee. He 
urged that Commerce expand _ its 
facilities for the gathering of eco- 
nomic data which would be avail- 
able to government and the public 
This would be similar to the crea- 
tion of a Bureau of Industrial Eco- 
nomics, advocated at one time by 
administration leaders. 

Paul Truitt of the Interdepart- 
mental Committee on Trade Bar- 
riers also appeared as a represen- 
tative of the Commerce Department 
to urge the removal of trade bar- 
riers between the states. He would | 
create a _ federal-state group t 
study ways of removing the various 
restrictions which exist between th: 
states. 

Final Commerce’ witness 
Conway P. Coe, Patent Commis- 
sioner, who recommended that the 
patent laws be amended to prevent 
publications of patents important t 
the national defense. A law enacted 
for this purpose at the last Congres: 
has been evaded, Coe charged, and 
steps should be taken to plug an) 
existing loop-holes. 

Important was the indicatio: 
Thurman Arnold that the anti-trust 
laws would be enforced during the 
present emergency despite the view 
of some groups that such 
would interfere with the national 
defense program. In this Chairman 
O’Mahoney indicated that he was 
in general agreement. 

Next agency to appear before th 
committee will be the Departmen! 
of Agriculture. 


WILB in New Studios 


Station WJLB, Detroit, has an- 
nounced the opening of new studi 
in the Eaton Tower, with an in- 
augural celebration program to > 
presented March 12. The stato! 
and its owner, John L ot 
Broadcasting Corporation, \ or 
cupy the entire 3lst floor and pat 
of the 34th floor. 


Carnation Gets Brubaker 


+ 
acuor 


Ralph Brubaker, formerly @s55' 
ciated with Haas, Baruch & ( Le 
Angeles, has been appointed Vest- 


he 


ern division sales manage! 
Carnation Company with 0! 
the Clem-Wilson bldg., Los yee 


WDBJ 


FOR SOUTHWEST VIRGINIA 
5000 watts day, 1000 watts nish! 
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A BILLION DOLLARS FOR PHILADELPHIA 


“Arsenal of America 


Now that armament has become 
America’s greatest industry, cer- 
tain markets stand out. Never 
before in Philadelphia’s history 
has such a torrent of new busi- 
ness flowed into mills and facto- 


ries in so short a time. National 
Defense Advisory Commission 
awards for the Philadelphia Dis- 
trict already exceed $1,441,000,000. 
Follow armament smoke stacks 


for expanding consumer income. 


~ FIRST IN PHILADELPHIA =: 


papi be one tell you that the 
Phia Market Stops at th 
K e 


For ing tance 
, 


for seven consecutive years 


sen In 1940, The Inquirer published 16,369,080 CHE 8 the city of 
lines of advertising —30% more linage than | Chester (Delay STER 
ud The Bulletin, 63% more linage than The | southwest of Philadelphia, Popogr® 


Record, 88% more linage than the Evening 
Ledger. Every city has a FIRST newspaper. 
ker In Philadelphia, the FIRST newspaper — without 
question—is The Inquirer. 


DAILY circulation exceeds 400,000 
SUNDAY circulation exceeds 1,000,000 


The PFildeipin Inquirer 


FOR 2 YEARS + ‘ PHILAD ELPHIA IN STITUTION | 
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Motor vehicles, ships, Paper Products, : 
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and iron Products. Two Vital national 2s 
defense companies here are The Sun Ship- 7 
building Company Which has 7,099 men ooh 
| employed on $1 73,000,000 worth of Mari y 
time Commission and Navy orders — and # 
the Eddystone Plant of The Baldwin a 
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Fluid Drive with 
Striking Copy 


(Picture on Page 1) 

Detroit, Feb. 20.—The Chrysler 
Sales Division of the Chrysler Cor- 
poration has launched a newspaper 
advertising campaign for its fluid 
drive and vacamatic transmission, 
features of the 1941 Chrysler line, 
with copy which strikes a new note 
in this field. 

In one of the advertisements fluid 


drive is made to speak in the first | 


person and to quote owner reactions 
to this feature. The text is breezy 
and chatty in tone but handles the 
salient advantages of both fluid 
drive and vacamatic transmission 
in compelling fashion. The illus- 
trations are of the cartoon type, 
thumbnail size. This copy is run- 
ning in newspapers in 900-line size, 
set in four-column width, 16 inches 


deep. 
Another advertisement in this 
new series features big, bold sil- 


houette cartoon illustrations depict- 
ing a Chrysler owner raving over 
the miracles of fluid drive. Copy, 


only 68 words all told plus the 
headline and the regular Chrysler 
|slogan, “Be Modern with 
bee and Vacamatic Transmission 
—Buy Chrysler.” This advertise- 
'ment runs in newspapers in 756- 
line size, set three columns wide, 
18 inches deep. 

In its instructions to 
publishers, the 


newspaper 
Chrysler agency, 
Lee Anderson Advertising Com- 
pany, Detroit, says, “We request 
that no Chrysler dealer advertising 
or advertising of other Chrysler 
divisions or their dealers is to 
appear on the same page or page 
opposite this advertisement.” 


“Vacationland” Loses 
The Wisconsin state assembly has 


turned thumbs down on a bill 
which would place the words 
“America’s Vacationland” on Wis- 
consin auto license plates during 


even numbered years. As a result 
the present slogan, “America’s 
Dairyland,” will continue to appear 
on the plates. 


Cleveland Celebrates 

The Cleveland Advertising Golf 
Association held its annual mid- 
winter party at the Hermit Club 
Feb. 20, attracting members from 
such distant points as New York 
and Chicago. Maxton R. Davies of 
Foster & Davies is president. 


Fluid | 


SKF VETERAN LAUDS. = si | 
NEW ANNUITY PROGRAM - - 
Joseph Deaner, Otdest SKF Factory Emploper, — ~~ 
Reviews 32 Vears of Bearing = = 

Manulectare : 


= | 
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SKF Industries used this advertisement | 
in the Philadelphia Daily News recently | 
to tell its labor policies to the Philadel- | 
phia public. The whole page is shown, 
including a feature story explaining the | 

company's annuity program. 


| 
| 
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Hy-R-Speed Names Sieck | 


H. Charles Sieck, Los Angeles, | 
has been named agency for Hy-R- | 
Speed Inc., maker of high speed | 
paint mills. 


you 


measure a market, 


Some folks get right to the point and say .. . ‘by returns 


per dollar’ 


.. . So then we tell ‘em about one sponsor's 


offer, which, aside from Pittsburgh and Allegheny 


County, brought returns from 874 towns in Pennsylvania 


and more from 36 other states! ... Then we go on to the 


one-time evening announcement that produced 13,000 


replies . 


.. then about KDKA being tied with a New York 


City Station for the lowest-cost-per-inquiry-medal . . . 


and soon.. 


. by the way, have you something that Mr. 


& Mrs. Radio listener would like to buy? 
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ASCAP Settles 
Government Suit 
But End Is Not Yet 


Negotiations with Sta- 
tions Likely to Be Long 


Drawn Out 


New York, Feb. 19.—Protracted 
negotiations between broadcasters 


j}and the American Society of Com- 


posers, Authors and Publishers over 


of ASCAP’s agreement to a consent 
decree ending its troubles with the 
Department of Justice. 

Although actual signing of the 
decree has not taken place to date, 
ASCAP’s board has agreed to terms 


|and the radio industry is now look- 


ing ahead toward a settlement with 
ASCAP. Effecting an agreement 
between the warring factions prom- 
ises to be a difficult task, and the 
restoration of ASCAP music to net- 
work programs appears well in the 
distance. 

The bitterness of the music battle 
has been such that a “cooling off” 


period may be necessary before | 
deliberations are started. Some 
broadcasters even say that they 


have proved that they can get along 
without ASCAP music, and that 
terms will have to be attractive to 
be accepted. Most of them, how- 
ever, believe it advisable to make 
peace. 


Many Steps Pending 


Exact terms of the ASCAP decree 
have not been revealed as yet, since 


several steps must precede its sign- | 


ing. At a New York ratification 
meeting, a majority of ASCAP 
members — more than 700 — gave 


unanimous approval to the board of 
directors’ decision to accept a con- 
sent decree. A similar ratification 
meeting was scheduled for West 
Coast members. 

The Department of Justice must 
either institute proceedings in the 


suit recently filed in Milwaukee, 
or amend the six-year-old anti- 
trust action still pending. This 
formality is necessary before mak- 
ing the decree official. The proce- 
dure was followed in the case 


against Broadcast Music, Inc., which 
was settled by decree upon instiga- 
tion of the case. 

One unexpected aspect of 
ASCAP’s reported peace with Uncle 
Sam is a clause in the decree calling 
for payment of $24,000 in fines, 


$5,000 from the society as a whole | 


and $1,000 each from 19 directors 
who were named defendants. 


Non-Exclusive Rights 


The controversial first point in 
the BMI decree which was used as 


| settled. 


ASCAP’s part has apparently | 


been 
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Chrysler Pushes set in very large bold type, runs LABOR STORY a pattern for similar agreement on 


As first written, it » ul 
have barred the society from } 
collecting and distributing royaltje, 

ASCAP’s performing right thy, 
becomes non-exclusive, with th 
society sharing the licensing righ; 
with the copyright owners. A 
\lar system prevailed in th« 
days of ASCAP. 

Other provisions of the dec: 
| expected to outlaw ASCAP'’s 
'tice of placing its affairs i; 
hands of a self-perpetuating rd 
Elections from the ranks of thy 
membership are expected to ult 
in many changes in personne nd 
| policies, 


| the price to be paid for radio music | 


j}are expected to follow in the wake | WOULD GIVE FTC RIGHT 


TO SETTLE MUSIC FIGHTS 
Washington, D. C., Feb. 18.— Rep. 
Martin J. Kennedy of New York 
|today introduced a bill in Convress 
which would give the FTC juri-dic- 


tion in disputes between copy: ight 
holders and users of music. It »ro- 
vides that when agreement ca: not 
be reached the FTC steps in as 


arbiter. 

In case of refusal to abide by the 
FTC decision condemnation ro- 
ceedings would be instituted and 
the copyright disposed of by the 
| federal court to the highest bidde) 


Decorative Letters 
Available for Copy 


Franklin Typographers, Inc., New 
York, has developed an interesting 
new series of custom-designed ini- 


tials to add punch to advertising 
and promotion, which it calls 
“theme types.” They cover every 
imaginable period and_ scores of 
general themes, and almost 200 


complete alphabets, created by lead- 
ing designers, are available. 

A complete catalog and price list 
available without charge from 
Franklin Typographers, 225 W. 39th 
street, New York. The letters may 
be obtained in proof, electro or mat 
|form. 


is 


Plans Intensive Drive 
For New Schick Razor 


Magazine Repeating Razor Com- 
pany, New York, has scheduled its 


— <n we 


|most intensive campaign in behalf | 


lof the improved Schick Injector 
razor. In addition to sponsoring a 
coast-to-coast CBS radio program, 
beginning March 1, the company 
will continue to use Collier’s, Lib- 
erty, Life, Look, The Saturday Eve- 


ning Post and Time. _ Business 
papers and point-of-sale material 
will supplement the radio and 


magazine promotion. J. M. Mathes, 
New York, is the agency. 
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‘Merchandising Authorities 


For Over Thirty Years’’ 
1170 BROADWAY, NEW YORK 


Ss 


“Oh, | sell through th 


e air with the greatest of 


ease ... just hitch this Winged Plug to your con- 


tract, I'll switch a lot 


of buying ears your w4y- 


Take the word of my 138 current sponsors — —! 


make Cincinnati’s sales curves sail!’’ 
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ADVERTISING AGE 


OKLAHOMA BECOMES 
BRIGHT SPOT OF TENTHS 


a 
% 


FEDERAL RESERVE DISTRICT Same 


K 
— Oklahoma sales are today vividly reflecting the market shift and just another dot on the cross country route of two major airlines. To- 
—f§ construction activity that is going on in the Oklahoma City market. day plows, scrapers, concrete mixers, carpenters and painters are turn- 
For December, 1940 (latest available figures), the state led the ing it into a base and permanent home for the army’s 48th bombard- 
Tenth Federal Reserve District in independent retail store volume with ment squadron ... just one of five major projects under way in the 
a7 5 increase over 1939. Automobile sales were up 14% ... de- city in the national defense air expansion program. 
partment stores 8% ... drugs 8% ...dry goods 11% ...foods6% ... Quick to grasp the importance of this shifted and expanding 
lumber and supplies 15% ... miscellaneous items 21%. market, The Oklahoman and Times have established their own news- 
But a year ago Oklahoma’s Fort Sill was an army post of 7,500 men at eighty-mile-away Fort Sill for complete coverage . .. provide 
regular army men. Today it is a small city of 40,000 selectees and the fort with its first news from the outside through the unique deliv- 
guardsmen ... the fifth largest army training concentration center of ery service of Mistletoe Express. These state’s greatest newspapers 
the country. A year ago Oklahoma City’s great municipal airport was know the market, know what it wants, know how to sell it. 


NEW CITIES...AND NEW BUSINESS...ARE IN THE MAKING 


AMERICA’S GIBRALTAR 


y, THE DAILY OKLAHOMAN 
“=? OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY - 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMA CITY * KVOR, COLORADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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FIC May Seek New 
Power as Resulf 
of Bunte Decision 


Washington, D. C., Feb. 20.—Re- 
ports were current here this week 
that the Federal Trade Commission 
is giving serious study to this week’s 
Supreme Court decision in the Bunte 
Brothers case, in order to determine 
whether or not it would be wise for 
the commission to seek legislation 
from Congress broadening its scope. 

In the case of Bunte Brothers, 
Chicago confectionery company, the 
FTC had sought to attack allegedly 
unfair trade methods practiced 
within a single state on the theory 


that these methods affected inter- 
state commerce in the industry, 
contending that existing legislation 
was broad enough to confer such 
powers on the FTC. 

Bunte sold candy in a manner 
which the FTC decided was a lot- 


tery, and use of such sales methods 
were banned by the FTC in inter- 
state commerce. The commission 
contended, in the present case, that 
Bunte continued the objectionable 
practices thereafter, but confined 


them to a single state. Even this 
practice, the FTC contended, placed 
an unfair burden on competitors 
who attempted to sell their products 
in that state, and it therefore sought 
to force Bunte to stop the practices 
in intrastate as well as interstate 
commerce. 

In the Supreme Court decision, 
rendered by Justice Frankfurter, 
the right of the FTC to extend its 
supervision to intrastate business 
was denied under existing law, 
although the decision indicated that 
if the FTC could secure a broader 
grant from Congress such a grant 
would be constitutional. 

“The case presents the narrow 
question of what Congress did, not 
what it could do,” the court decision 
said. “And we merely hold that 
to read ‘unfair methods of competi- 
tion in (interstate) commerce’ as 
though it meant ‘unfair methods of 
competition in any way affecting 
interstate commerce’ requires, in 


view of all relevant considerations, 
much clearer manifestation of in- 
tention than Congress has _ fur- 


nished.” 


To Brown & Thomas 

Sales Affiliates, Inc., New York, 
has appointed Brown & Thomas 
Advertising Corporation, New York, 
to direct advertising of its hair 
preparations. 


Jump on Grade 
Labeling Wagon, 
Wholesalers Told 


New York, Feb. 20.—Emphasizing 
the threat of mandatory grade la- 
beling that faces the food industry, 
August E. Gilster, president, Na- 
tional-American Wholesale Grocers 
Association, this week urged the 
wholesale trade to climb on the 
descriptive labeling bandwagon im- 
mediately. 

“The wholesale grocer who mer- 
chandises his own brands has com- 
plete control of his own policy,” he 
declared. “As he purchases new la- 
bels he can add more and more fac- 
tual information for the enlighten- 
ment of discriminating buyers by 
adopting the descriptive labeling 
plan endorsed and recommended by 
the National Canners Association, 
National-American Wholesale Gro- 
cers Association and many other 
substantial organizations. In cases 
where wholesale grocers distribute 
packers labels they are urged to 
make every reasonable effort to 
prevail upon their canners to adopt 
and practice descriptive labeling.” 

Informative labeling of canned 
foods is effective from a merchan- 
dising standpoint, Mr. Gilster said, 


since it furnishes consumers with 
the data they demand and thereby 
stimulates sales. Unless there is a 
widespread response to consumer 
pressure, he warned, legislation 
may be enacted that “would do ir- 
reparable damage to growers, can- 
ners, distributors and consumers.” 


Would Ban Prices in Ads 


The advertising in any form of 
prices of alcholic beverages would 
be prohibited under the terms of a 
bill introduced in the New York 
legislature by Assemblyman Fred 
S. Hollowell, chairman of the excise 
committee of the lower house. The 
measure was suggested as a result 
of the price war in New York City. 
The most drastic of several bills 
which propose to deal with the 
question of alcoholic beverage ad- 
vertising and price listing, it would 
affect manufacturers, distillers, 
brewers, wholesalers and retailers. 
The owner, etc., of a trade brand, 


for instance, could advertise the 

product but not the price. 

Buys “Seed World” 
Beginning with the April issue, 


the Seed World, which marked its 
silver anniversary last March, will 
be published by National Seedsmen 


publications, Chicago, with whose 
publication, National Seedsman, 
Seed World will be consolidated, 


the latter name being retained in- 
stead of the former. 


Shopping for the family groceries is a never-ending, 


frequent event. 


Strange that some advertising ignores this basic 
buying custom, forgets that buying habits molded 
by frequent shopping trips are not easily affected by 
infrequent advertising impressions. 

If your advertising needs a stepping-up in fre- 
quency, consider The Family Circle. It is the only 
woman's weekly —the only woman's magazine in 


which ads ertising can correspond more « losely with 


THE FAMILY CIRCLE MAGAZINE Sess 


THE ONLY WOMAN'S WEEKLY  °¢ 
NEWARK e 


expenditure —less than you might pay for just two 


Well. . 


NEW YORK ° 


— 
4 % , 
at 
* 


‘ 


weekly buying habits. For a comparatively small 


spreads in a monthly magazine—you can imple- 
ment your advertising with an every week schedule 
in The Family Circle, reaching 1,400,000 known 
grocery buying housewives. 

Is this important to advertisers ? 
. last year 41 mighty important products 
were advertised more frequently in The Family 


Circle than in any other magazine. 


1,400,000 CUSTOMER-HOUSEWIVES 
CHICAGO ° 


a 


~— a 


SAN FRANCISCO 


~ 


THE 
WERE A 
FREQUE 

CIRCLE TH 
MAGAZINE IN 1940! 


Armour's Cold Cuts 

Armour's Frankfurters 

Armour's Star Bacon 

Armour's Star Ham 

Armour's Star Pork Sausage 

Beechnut Gum 

Canada Dry Ginger Ale 
and Sparkling Water 

Diamond Crystal Salt 

Dole Pineapple Juice 

Eatmor Cranberries 

Fig Newtons 

Fisher Wheat Germ 

Gerber's Cereal Food 

Gerber's Junior Foods 

Gerber's Strained Baby Foods 

Graham Crackers 

“Junket’’ Quick Fudge Mix 

“Junket'’ Rennet Powder 
and Tablets 

Kerr Jars and Caps 

Kitchen Klenzer 

Lipton's Tea 

Maxwell House Coffee 

Morton's Salt 

National Oats’ 3 Minute 
Oat Flakes 

Nestle Nescafe 

Paas Egg Dye 

Premium Crackers 

Price's Vanilla Extract 

Purex 

Ritz Crackers 

Royal Crown Cola 

Rumford Baking Powder 

Stokely's Misc. Foods 

Stokely's Tomato Juice 

Stokely'’s Vegetables 

Sunsweet Prunes 

Sure Jell 

Sweetheart Toilet Soap 

Union Glass Cleaner 

Wesson Oil 

Wrigley'’s Gum 


THE F 
IN AMILY Circie 


A NUTSHELL. 


More th 
°9e in 1.673 78 family cover 
°nd towns ™Portant Cities 


f-service food 


Products 
vertising 


es 


Gove Faction 
Loses Pinkham 
Court Battle 


Portland, Me., Feb. 18.—A 
year fight among officers and stock- 
holders of the $3,000,000 Lydi, F 
Pinkham Medicine Company, | 
Mass., apparently was ended 
terday when Maine Supreme (© y+ 
Justice Thaxter dismissed a iif 
seeking to put the company 
receivership. 

The suit was brought by | 


Al= 


Pinkham Gove, treasurer of ‘ 
company and_ granddaughte: 


Lydia E. Pinkham, and other ‘ 
cials. 

Justice Thaxter’s decision 
maxed what he termed a “fight 
ried on with unparalleled ven 
among male and female desce: d- 
ants of Lydia E. Pinkham. 

“The evidence fails to show,” h¢ 
said, “that the corporation can t 
function under the present by-}: 


and there is no basis for the - 
pointment of a_ receiver on ‘his 
ground.” 
A Lengthy Battle 
The suit was one of many long 


drawn out legal battles among the 
Pinkham descendants. Justice 
Thaxter began hearing this case 
last November. At that time e 
plaintiffs conceded the firm was t 
in immediate danger of bankruptcy 
but said they believed that “und 
the present setup and manageme 
its assets are in danger of be 
wasted and lost.” 

Several complainants have died 
since the action first was filed and 
various other legal battles have de- 
layed the hearing. The feud 
control and operation of the com- 
pany started in 1900 when Charles 
H. Pinkham, son of the founder and 
first president, died without leaving 
a will. 

Justice Thaxter ordered a decree 
drawn to dismiss, with 
equity bill seeking a receiver. He 
said total capital and surplus of the 


y 
- 


‘ 


costs, the 


company, with no allowance for 
good will, was $1,312,573 and 
valued stock shares at $11,700 each 
Much of the argument revolved 
around the company’s advertising 
and its choice of agencies. Details 
of the claims and counter-cla 
were discussed in numerous issues 


of ADVERTISING AGE, the latest being 
the Dec. 2, 1940, issue. 


Five Join NBPA 

The following have been accepted 
as members of the National Busi- 
ness Papers Association: Putman 
Publishing Company, Chicago, 
Chemical Equipment Preview and 
Food Equipment Preview; O’Gor- 
man Publishing Company, New 
York, The Pottery & Glass Sales- 
man; Golfdom, Inc., Chicago, Golf- 


dom; Shaw Publishing Compan) 
Chicago, The Petroleum Markcter 
and Lumber’ Buyers’ Publishing 


Company, Chicago, Wood Products 


N advertise 
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two square yards of desk t 
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24, 1941 


powered for profit 


by America’s biggest 


Sunday advertising 


medium 


If you want to add muscle to your 1941 
magazine schedule. here’s how to do it—put Tue New York 
Times MaGazine on your list. More and more advertisers are 


doing so. and for an excellent reason. 
Tue New York Times Macazine is built to meet the 
exacting demands of the more than 800.000 brand- 
conscious. able-to-buy families all over the country that read 
The New York Times every Sunday. Its living editorial for- 
mula makes it as vital in readers’ lives as tomorrow morning s 


front pages ... and today it is more vital and alive and inter- 


esting than ever before. Powered to compel reader attention, 


it is also powered to command their response . . . because it 


carries with it the unique selling power of the Sunday Times, 
America’s biggest Sunday advertising medium. 

Here’s just one evidence of the superior selling strength 
of the Sunday Times: New York’s department stores, dealing 
with more women than any other merchants in the world. 
place more toiletries and drug advertising in the Sunday 
Times than in any other Sunday newspaper, as much as in all 


other New York Sunday newspapers combined! 


The New Hork Simes 


Magazine 


POWERED FOR PROFIT BY AMERICA’S BIGGEST SUNDAY ADVERTISING MEDIUM 
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| All three of these booklets will | booklet on decoration, featuring architectural problems handled by Paper Makers Elect Park 

lJ S G psum $ be sold to dealers at the same price modern, fashionable decoration over | prominent American architects. The M. A. Park. Marvell . 

2 oe consumers pay for them and will be Sheetrock wallboard. first is called “Solution to a Defense gg pr Ane pres Dre wef 
- used with local tie-up material, a i . Housing Problem.” Paner Makers Advertising A ne 
194] Drive Based practice widely followed with the Unusus! Business Paper Copy Other business papers on the es succeeding Floyd Trige Rie, 
other two books in 1940. Several revolutionary steps are |USG schedule are American gel Paper Corporation. Oth: fn. 
= A special campaign has been pre- | being taken by USG in the business Builder, American Lumberman, cers elected at the annual pn eting 


pared on Sheetrock, USG’s fireproof paper field. In Pencil Points, for | Architectural Record, Building Sup- are Richard Faulkner, Inter: tional 
on es e ans wallboard, following an investiga- |example, four pages a month are ply News, Savings and Loans and Paper Company,  vice-pr lent: 


tion made by Ross-Federal Re- | being used to present the technical | Numerous regional trade papers of onan Getaas ties ated 
Booklets Made Spear-  S¢2%ch Corporation to determine the details on certain USG products or |the building industry. USG used Bradley Stafford, Strathmore Pp» “ 
. i P | position of this type of wallboard | product groups in “house organ” spreads in this type of publication Company, secretary; and Mr 
head of Drive Aimed at in various markets. The advertis- | style. during 1940 to present its national | Triggs, treasurer. 
Consumers ing and merchandising program for Practical Builder will be used advertising program in various dra~ —— 
1941 has been based on this inves- | every other month with four pages matic approaches. This policy will Cat Food to Baker 
Ee . ; ann 2 en whanica s short-cuts be continued in 1941. 
Winton Neb 6 : ai _ | tigation. Four-color pages and black | to tell mechanics about short-cuts “es ae - 
Chicago, Feb. ote cor pence and white half-pages promoting |and profit-making steps with vari- eens Const bg _ Company Wil. 
a aes ee ceaaek ane Sheetrock will appear throughout |ous USG materials. Beginning with Garland Goes to WEEI co teaser ——e, ynn 
ry aiiane i a steunch sup- the year in The Saturday Evening the March issue of the Architec- David Garland has joined the direct promotion of Puss ’n ots 
sorter of formidable, hard-hitting | Post. Bait of this campaign will be | tural Forum, four-page sections w ill staff of WEEI, Boston CBS outlet, prepared cat food. Newspap« vill 
kool as 8 definite and impor- |# 32-page, four-color letterpress |be devoted to solution of specific as sales promotion manager. | be used. 


tant part of its 1941 sales program 

is exemplified by the United States 
Gypsum Company. The company’s 
f 1941 program is a continuation and 
; extension of last year’s’ efforts 
which were tests of certain theories 
of durable goods promotion which 
proved unusually productive. 

In 1940 two imposing and com- 
prehensive booklets were spear- 
heads of a national advertising pro- | 
gram. One of these, “How to Have 
the Home You Want,” a 124-page | 
encyclopedia of home-building in- 


formation, is being continued in | 

1941 in its third edition in the fore- 4 
front of a new general line cam- 

paign. During 1940 nearly 250,000 ~~ 


Fhe 


copies of this booklet were dis- 
tributed. 

Field checks revealed that pros- 
pects who got the booklet bought 
$8 worth of general building mate- 
rials to $1 worth of USG materials. 
The other booklet, of which 125,000 
were distributed in 1940, was “How 
to Modernize Your Home,” an 84- 
page publication dealing with home 
remodeling ideas and suggestions. 


Charges for Booklets 
At the beginning of 1940~these | 


You’d Massacre 


booklets were offered free in na- “ THE SALES MANAGER 
tional advertising. After a_two- Do you mean to suggest that each 

month introductory offer a price of ad must tell all there is to tell of the if he sent out a salesman without giving him all the up-to- 
10 cents was put on both of them, P beer” . i ; ° 
ee i. say Poser entire sales story 5 ete everything the-minute sales facts about your products. You wouldn't 
a pre c _hat - - , a dream of sending out much direct mail that didn’t contain 
tinued since. a booklet offer there is to say about the product? a wealth of useful information presented from the view- 
will be repeated in copy to appear int of th i 

\ P e user or retailer of your products. 

in American Home, American Mag- No... unless that happens to be the ” : pesca 


But how about y si advertisi 
azine. Better Homes & Gardens. w about your business paper advertising? Does it 


Collier’s, Good Housekeeping, Life objec five ola partic ular ad. contain the same elements that are necessary to effect a 
Sask ond possibly other publica- hha enn care bes thaw feet demtewre of the tind wee of sale? Or are you content to permit your advertising merely 
tions : ant : pas to “keep your name before the trade"? 


USG is just now embarking on a the “PELL ALL” book, repr xluced here: If you are, don’t blame business papers because your ad- 
+ is jus ee oe vertising doesn’t build sales! Don't blame the copywriter 
campaign in the farm field, offer- 46 ; yIy , dae Taare am py 
ing an attractive, 124-page booklet PELL ALL’ simply means that each and ever) because orders don't overflow your desk in each morning's 
printed in rotogravure, with a four- advertisement should be given a specific and suth- mail or because dealers push a competing product. 


color, letter press cover, entitled, i erhevis ’ ’ — From our observation tower here at A.B.P., we have seen 
inate Your tiem tuna” tor cient objective, and should tell all that the business over and over again that one underlying factor governs the 


10 cents. The booklet features 12 minded reader needs to know to enable you to attain ; success or failure of business paper_advertising. It is this: | 
ad new farm home plans which the that obiective.”’ me Peg = ret analyse his objectives . . . make 
a company will make available to ] ve. sure that those objectives are right . . . and then tell all ' 
s farmers through dealers. In addi- Business paper readers are reading the editorial mat the Susiness paper sender must Know bates 
: tion types of existing farm homes . . . . . be expected om ’ ~an tha 
are illustrated and practical re- material to get help and information, not recreation. Obvious! tell all” we do not mean : ' 
modeling suggestions are given. ‘Theretore, many advertisers have found that business viously, when We S@) all of your entire sales 
Carrying out the same testing pro- ee 4 ; aon d ertisement must carry 1 every adver t 
cetere used with the ether two paper advertising will get more attention if it, too, y one adv ans that each and ev y 


“Tell all” simply me 
nt should be given 


aie Sm mantiensiee te Manitou tn : afiicient objec 
booklets, the company is limiting its offers helpful information. Phey believe that the story. specific and sufficient OP) e 
farm paper schedule for the first a5 


ji ail readeni | 
part of 1941 to Hoard’s Dairyman, business paper reader wants to know what each ad is tiseme d tell all that the business: minded, “tive. | 
Poultry Tribune and Successful driving at: wants proof of all tive and should te to attain that objec | 
Farming. oo — oe : know to enable you § 
: claims; wants you to tell all that he needs to : 
3 , needs to know in order to estab- ¢ 
ae i 

lish, in his own mind, the worth of 


what vou offer. 


Because Business Papers are “Don't generalize; get down to cases: talk in Pell him all the reasons why vou prod 


terms of the special interests Of your Various pros buck twents higher than most, if it is. Ts 


Read for Information, Not for Fun, — pecis in special markets 


how to display it. Show him how to muike 


These TELL ALL principles work : “Give the reader some idea of prices, or costs!” ONL OF IL, Give the reader the same vor! 
“Be specific, Sales are made, companies are built, that he gets from the editorial pages of | = 
“Get out in the field and dig. You've got to know product by product. So — advertise product by paper. That's the only reason he reads it 
all before vou can tell all, and if vou'll tell more, product They don't buy vour ‘line’. They buy “If it’s inquiries vou want, vou can get 
— youll sell more!” your products og right if vou offer something that's re 
ETTER results “Give each ad a specifie objective; tell all that the If vou are trying to get a dealer to display and ful to the reader and tell him why it's 
are produced by your advertising reader must know before he can be expected to push your products over the counter, don't stop Don't be afraid of long copy. Make 


to executives. when your list of act; and explain it properly!’ at telling him about your consumer advertising. tive! Hf it's direct 


wtion soure after, scr" 


mediums includes The Wall Street 


Journal—the one publication that oh ae THE ASSOCIATED BUSINESS PAPERS 369 — a -_ 
merchandises for you. aiae ia eae : Lexing ton Aw. N. V.C, a CAledomia 
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__.___ a a ns — Sanne eaenatainds an = ; 
—— 
- organized set-ups. Headline for ittsbur h FM Statio vertisi . : 
Monarch Machine the ‘series is “This 1s No Time for Pitt8b _— — Bureau of Ad ng April 5 Deadline 
- H a Patch!” Photographs present a The | Westinghouse Electric & Sets Dinner Date f 5 h A ] 
Combines umor, humorous situation, such as a boy ee ee re oe a _ Members of the Bureau of Adver- or t nnud 
d ti C Si getting a quick repair job on the commercial FM broadcast station in —— lg Sacra ceo thy on J S A d 
Pro uc 10n r1sis seat of his trousers while the “gang” Pittsburgh. The new station, W75P, : ore et mote — ° napp war 
Cincinnati, Feb. 20.—A campaign waits outside to play baseball. An- to operate on a frequency of 47,500 nonheme, ainmer “April 24 at the Wal. Chicago, Feb. 18.—Entry and 
center:ng on both humor and the oter snows 8 boy hastily mending kilocycies, will be built * a dorf-Astoria Hotel, in connection judging rules for the fifth annual 
ndust’ial production crisis is now his father’s slipper, which has been devise Ran] tg ay Peotieien - . with the ANPA convention. Mem- Josephine Snapp Award, to be pre- 
a . P > chew " on > ans site. Ss , se ls . 
sppea! ng in business papers on be- badly chewed by his pet dog. enanatine Be FM Sane experi- bers have the exclusive right of | sented the woman who performed 
nalf of the Monarch Machine Tool Cite “Patch Filling” mentally in Massachusetts. reserving seats until March &. the greatest service for the adver- 
‘ompany, Sidney, O. — we . Kenneth C. Hogate, Wall Street | ticing profession in 1940, were an- 
Compen) poo en . Foresightedness is the theme of — Journal, is chairman of the dinner 
The copy, semi- institutional in inn. 4 . antuain av . nounced here today. 
he / the series, and manufacturers are committee. 2 
nature. reminds industrial leaders | ..ninded that foreign powers have Federal Gets Cubs a The award, a silver trophy of- 
not to forget a lesson they are said | heen buying America’s best and Federal Advertising Agency, New : fered by the Women’s Advertising 
es iconming—iat saleo-thitt to- |teetg Nackicas attic Ok. ce |Yous bu bem copes by. Os Voorhees in New Post Club of Chicago, will be handed to 
cilities cannot carry the load of qustrialists are plugging the gaps in National Biscuit Company, New Sherman P. Voorhees, New York | the 1940 winner at the annual con- 
- a ; ti . ' ' : rt York, to direct advertising of Cubs, advertising consultant and formerly | vention of the Advertising Federa- 
; high-speed production. Copy de- production lines with “patch-fill- ° : ie ithe we sien ns . oN : 
n ig } sat apsids | cae denies a whole wheat ready-to-eat cereal advertising manager for Natural|ijon of America in Boston May 25- 
' cares that when the present emer- | ing facilities. introduced two years ago. Federal History Magazine, has been named i. Gas dees a ie pat 
Is gency !1as passed, many manufac- Key Advertising Company, Cin- also handles the Shredded Wheat Eastern advertising manager of Cit | nmesaiiiees May Plaunt of the 
ll yrers will be caught with badly- | cinnati, is the agency. part of the NBC account. Army and Navy Journal. Wes Parti. site 
ge ; Christian Science Monitor, said all 
a 


A Lively Game of 
Helps Some Advertisers Get Started 
Using TELL ALL. 


(THIS IS THE THIRD of a series of advertisements wherein we take 


the ‘‘TELL ALL’’ book apart, analyze its pages, and suggest ways for 


The method is simplicity itself. Just croon into your dictaphone 
(or a reasonable feminine facsimile thereot) all of the user benefits 
that you can think of about the product, or service, or idea that 
you're selling (keeping in mind the particular objective that 
you have established for this advertisement). If it’s straight product 
selling 


lence. Then go back over the list and, at the end of each claim, 


\ 


the toughest prospect you ever encountered. To every claim, snap 


back 


convince your skeptical self, before you consider that you have a 
point worth talking about in your advertising 


If you're really honest with yourself, vou may find that vour best 


Dhl 


but { 


Obviously the proof of these claims will lead you to a thorough 
examination of all the “use” stories that your files can) possibly 
muster 


toa lot of your claims, and you'll have to get out in the field and 


getting started on the profitable application of its principles. Reprints 
of the preceding ads will be gladly sent on request.) 


Follow this “Baby Snooks” method of preparing TELL ALL 
advertising, and you'll soon see the importance of telling all that 
is provable, and telling it from the standpoint of the reader's self 


mnterest. 


rsclf “Why, Daddy?” 


“LT just plain don’t believe it!” 


L. ALI 


he most powerful! 


dictate all of its features; all of vour claims tor 


it cheat! Be just as skeptical and hard to convince as 


ads are some of the shortest vou have ever written - 


You may find that you don't really know the whole answet1 


“Baby Snooks” 


So why advertise ? 


have to use a substitute now. 


to build markets that will absorb 
turn to normal times. 


vi » 


sales department, 


a To promote some item in your li 
be sold out. 
7 To help counteract that ereat 


its excel of industrial efficiency in 


You can always explain, in each ad 
is, and what you're doing about it t 
don't 


do 


Whatever fall back 
“keeping the name betore the trade 


you 


And then do your best to 


hess paper advertising an ounportant 


“secret weapon” 


ae 
a 


Oe 


1 To keep your prospects wanting your products, even if they 


To develop an ever-increasing demand for vou products; 


your capacity after we re 


To acquaint all newcomers with the facts about your prod- 


uct during a period of high personnel turnover 
To take some of the load of] of your service department. 


To ease the difficult “consumer relations” problem of your 


ne on which you may not 


of the in 


vader, industrial ethciency, fy promoting a speedy increase 


Immevica. 


Advertising need not be synonymous with increasing orders. 


just what your situation 


»speed production and to 


handle orders, large or small, on a fair and equitable basis 


pon that fatal of 


keep on giving your busi- 
job to do 


hatuity 


Are the “Tell All’ Principles Theoretical or 


Practical? ASK THE MEN WHO USE THEM: 


From the executive ino a New York 


but thes 


MMOCHICY 


“The (TELL ALL 


ideas 


principles) are not only workable and helpful to any advertising man, 
are absolutely sound and so simple that it seems absurd for 


any copywriter to indulge in non-informative flights of faney. 


C ; P An advertising agency in St. Paul, Minnesota writes: “It is the kind of 
dig before you can tell a convincing story from the standpoint of Ps 
ha stull we can use to sell 
t the requirements and interests of your prospects, 
ales Another manufacturer writes us: “We know from the little eX\perience 
Salt \s a matter of fact, you may not even know all of the questions we have had that the fundamental idea of “TELL ALL’ is sound. It is 
dver that some of vour real prospects ask when they play their own our intention to employ it still further in our advertising. The favorable 
© ae, ad “Fe : , reaction of advertisers to vour emphasis on the “PELL ALL ide: 
ybyec game of “Why, Daddy?" each time they see your advertising o1 aon Coen 
4 : ; help but be as profitable for them as the extent to which they use it.” 
-eadel listen to your salesmen. Many advertisers tell us that there is abso 
oe This manufacturer's Associate Advertising Manager savs about dealing 
ec tive lutely no substitute for a good deal of friendly visiting in the field with top kicks, “It's a great help to me already. It is sometimes difficult 
Sometimes just a few calls will suggest the possibility that your to defend long copy —even when its necessity is obvious to the copy 
P . writer, The “TELL ALL’ book helps.” 
— advertising objectives are inadequate that your advertising _ 
. { from still another Personally, Eve alw: « . 
can and should be given a much stouter job to perform. It can ae Cee © a ilways been a ‘stickler’ for 
wr ’ brevity’ in pndustrial (business paper) advertising. You have not only 
4 x mm e to carry many parts ol the sales load that are now being shown that up as amisth sou've blown it sks high with the basic truths 
placed entirely upon more costly vehicles in “PELE ALL. Yes, this should have been done LONG AGO!" 
a P SPEeeS nae i. c : on 
‘ pe ta See Bien * ; . a aoe ~~ 
; J G . Von 
i ta “i the ap oe Yay OF it il pi a > ri he 
g , - saa 
“Intensive oor 
Your copy and tell the reader why he'll get Let business paper FREE by John —E. Kenn 
et out of acting! h thot deals with the 
: . monog’ incipies 
salesmen help A fascinating Trion of TELL ALL princip! 
ton fed up with vour own sales story. No practical applic p "3 
: ness Pap 
er often vou get tired of seeing the same We know that a greater use of TELL ALL copy lhe Associated Busi ‘on Avenue 
‘ : Lexingte 
eale ry ents presented in print remember this principles will make more business paper ulver Room 24°55> 9 
f : , ity 
0 ow sour product and your market, and tisers better satisfied customers: hence, not so New York sas bligation, 4 copy 
ithout ODT S* 
les story from the prospect's view point, hard to sell. Phe publishers, editors amd sales Please send me, yee ing.” 
: » advert 
( story you've got, Change the pace, use men of A. BOP papers are anxious to work with ol Jntensive \ 
ipy ches, produce fresh evidence that your you to get more of the selling into vour adver 
s but never stop telling it, never stop tising that must be in it if sou're to get more Name 
Ng al) of it.” sales out of it. Ask them for sugyvestions. 


Position 
( ompan 
Street 


c yt and 


State 


entries will be judged on the basis 
of originality, soundness of plan 
and accomplishment of objectives. 
April 5 is the deadline for entries, 
which may consist of a complete 
advertising campaign, an advertis- 
ing idea, radio program, or any fea- 
iure which adds to the effectiveness 
and prestige of advertising. The 
}award was named in memory of 
;Miss Snapp, a former president of 
\the club and former vice-president 
lof the Advertising Federation of 
| America. 
The four 


winners to date have 
come from the West, Middle West 
ind East. Mrs. Zola Vincent of the 
Associated Grocery Manufacturers, 
New York, won the 1939 award fcr 
the “Parade of Progress” which she 
lesigned and out. It 
icclaimed the most ambitious 
uccessful project of its kind 
undertaken by the industry 
The national contest open to 
any advertising woman in_ the 
United States, irrespective of mem- 
bership in any woman's advertising 
club. Application blanks are avail- 
able from the office of the chairman, 
333 N. Michigan avenue, Chicago. 


carried was 
and 
ever 


Is 


International Auto Show 
And Fiesta for Detroit 


Plans for an International Auto- 
mobile Show and Fiesta in Detroit 
next fall were launched recently, 
| following cancellation of the 1941 
| national auto shows by the Automo- 
| bile Manufacturers Association. 
| Business leaders, spokesmen for 
;civic groups and a committee ap- 
| pointed by Mayor Jeffries discussed 
ithe proposal at a special meeting 
j}and named a sub-group to plot the 
preliminary work to be done before 


|the next auto show season rolls 
around, The idea is being spon- 
sored by the Detroit Automobile 


Dealers Association, which is seek- 
ing the State Fair Grounds for the 
location. United States and Cana- 


dian officials will be asked to per- 
mit the display of mobile war 
equipment. 


Rogers Paints Tests 


Simons-Michelson Company, De- 
troit, has launched a local test cam- 
paign on behalf of Rogers paints 
and enamels, for the Detroit Lead 
Works. The campaign consists of 
frequent insertions of small-space 
advertisements in the Detroit Free 
Press. Insertions will be made five 
days a week for 40 weeks. 
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Were All in the Same Boat 


One of the most constructive 
suggestions made by George S. Mc- 
Millan, secretary of the Association 
of National Advertisers, in his Chi- 
cago address On legislative problems 
of advertisers, was that advertising 
interests recognize the fact that 
restrictive legislation aimed osten- 
sibly at one advertising interest 
really affects all. When legislators 
begin to tax or hinder one kind of 
advertising, they are opening the 
door to similar restrictions on all. 

This is a particularly timely com- 
ment, for the reason that many 
groups in the advertising field ap- 
pear not to realize that a strong, 
united front against all crippling 
legislation is needed to protect the 
entire field from unfair regulation 
and taxation. Even if the direct 
effect appears to be limited to a 
single medium or interest, all other 
divisions of advertising should help 
to oppose or control it, with clear 
understanding of its ultimate sig- 
nificance to all advertising. 

One case which Mr. McMillan 
cited was the effort of New York 
City to apply a tax to all window 
and store display material. This 
program appeared to be hurtful to 
advertisers using this type of pro- 
motion and to the lithographers and 
printers supplying the material. 
But since it might easily have be- 
come an entering wedge to general 


taxation of advertising, it was 
fought by the A. N. A. and many 
related groups, including several 
|labor unions, and the result was a 
|prompt decision to withdraw the 
city’s effort to tax displays. 
Advertising dollars flow in many 
directions. Impeding their flow 
through unwise and uneconomic 
legislation or administrative regula- 
tions does not always mean that the 
dollars thus affected will neces- 
sarily flow in other established ad- 
vertising channels. They may be 
lost entirely, thus preventing adver- 
tising as a whole from functioning 
with its proper efficiency. Or they 
may be diverted to other purposes 
not directly connected with adver- 
tising. It is thus not only short- 
sighted policy to give tacit assent 
to the imposition of burdens on one 
medium, in the hope that it may 
benefit competition, but it is likely 


work together to adver- 


tising as a whole, 


promote 
and the 


front against unfair attacks on any 
legitimate advertising 
through taxation or restriction, the 
better off advertising in general will 


the gates to regulation and taxation 


effect on the whole structure. 


Mr. Munro Goes to Jail 


David A. Munro, publisher of 
“Space and Time,” a mimeographed 
gossip sheet which has been circu- 


lated in the form of a “confidential 


letter,” has spent some time in jail 
recently by virtue of failure to post 
bond in a series of libel proceedings 


instituted by I. W. Digges, attorney | 


for Henry and Lee Bristol, of the 
Bristol-Myers Company, who are 
suing Munro for damages for alleg- 
edly libelous material published in 
“Space and Time.” 

Some of the newspaper stories 
reporting Munro’s temporary incar- 
ceration in this case labeled him a 
“crusader,” and his own comments 
in “Space and Time” suggest that 
he regards himself in the same 
light, as a persecuted defender of 
all that is good and noble in adver- 
tising. Our impression, following a 
rather casual reading of this pub- 
lication during the past few years, 
is quite the contrary. It seems to 
us that to justify the term of a cru- 
sade, a publication should have a 
clearly defined objective, the ac- 
complishment of which may require 
vigorous methods, but which is ob- 
viously for the general good. 

Most of the material in “Space 
and Time” seems to be written with 


the intention of smearing somebody 
or some company. Leaders in busi- 
iness and advertising, and especially 
in the agency field, have been as- 
‘sailed with accusations and com- 
ments which could hardly be sup- 
ported in court. The whole tone of 
the publication leans strongly to the 
left, suggesting a pinkish if not an 
outright red complexion to what- 
ever editorial policy the publication 
}may have. 

Freedom of the does not 
mean license to publish anything, 
regardless of its truth, which the 
publisher may feel impelled to emit. 
On the other hand, publishing is a 
responsible business, in which own- 
ers and editors may be held to strict 
accountability for the statements 
they make, especially if they are 
made with obvious intent to dam- 
age. The publisher who, in the 
guise of disseminating information 
in confidence, actually circulates 
untrue, malicious and libelous state- 
ments, be held to account not 
only for damages but on criminal 
charges. 

We hope these obvious facts were 
carefully pondered by Mr. Munro 
while enjoying some well earned 
leisure in the hoosegow. 


press 


can 


| disappeared 


to become a dangerous boomerang. | 
The more all advertising interests | 


more | 
steadfastly they maintain a united | 


activity) 


be. Any other policy opens wide | 


that might easily have a devastating | 


| 


| customers 


KEEPING EVERLASTINGLY AT IT! 


‘ ead 
* ae OP ro 


Liber’) 


“He sold magazines for thirty years and finally got here.” 


Ad-libbing 


Devilish Clever 

If you think that ingenuity has 
from the American 
scene, cast your eye over this news- 
paper copy for a Denver cleaning 
chain, and be prepared to change 
your opinion. At first glance this 
advertisement looks unexciting— 
men’s suits cleaned and pressed for 
49 cents and dresses for 69 cents. 
3ut if you concentrate on the small 


— WE 
CUSTOMERS 
WHITE HOUSE CLEANERS 


Know that after you have tried their SUPERIOR service JUST ONCE .. . 
you'll be « lifetime customer! Se... to induce you to make « trial... te en- 
joy Denver's finest quality cleaning ... White House makes this offer! 


MEN’S SUITS LADIES’ DRESSES 


CLEANE 
PRESSED CLEANED AND 


CASH 


LEAVE AT ANY OF OUR 14 BRANCHES, or Call 


KEystone 5293 


For Free Call and Delivery 


© Months to Peay the Balance 


is Tt 


Pe re 


type at the bottom of these huge 
figures you discover that it’s really 
49 cents (or 69 cents, as the case 
may be) cash, and six months to 
pay the balance. Al-libbing’s resi- 
dent scout in Denver provides the 
necessary explanation of all this 
fancy business. It seems that Den- 
ver cleaners have an _ association, 
and the prices set for cleaning and 
pressing are 68 cents for men’s suits 
and 90 cents’ for But 
naturally that situation doesn’t give 


dresses. 


any cleaner much chance to shout 
about prices, so White House 
thought itself up this devilishly 


clever scheme of charging 49 cents 
and 69 cents “cash,” and allowing 
honestly, it’s true—six 
months to pay the difference. As 
any mathematician can quickly tell 
you, that difference is 19 cents in 
the case of a suit, and 21 cents in 
the case of a dress. So far, we're 


|told, the association hasn’t jumped 


called “27,” 
' 


bodily down White House’s throat, 


although such a course of action 
seems a definite possibility. 
27 Artists 

Each year we get a bit of a 
mental lift out the book, always 


which the organization 
of 27 Chicago artists and designers 
publishes to show examples of their 
work, and this year’s edition, No. 5, 
is no exception. The very attractive 
book collector's item in itself, 
with fine examples of the work of 
each of the 27 artists shown. But 
perhaps even more interesting is the 


is a 


| yearly reminder that 27 individuals, 
each an artist, and therefore theo- 
retically endowed with the usual 
artistic temperament, can get to- 
gether year after year in a coopera- 
tive venture of this type. 


Defense Work 

The first industry piece we've 
seen devoted entirely to a particular 
industry’s place in the national de- 
fense program has just come in 
from the National Machine Tool 
Builders’ Association. It’s a book- 
let designed for general distribu- 
tion, and while it’s only eight pages, 
it does a darned good job of indus- 
try selling with pictures and brief 
text. It tells how the industry is 
working at almost four times its 
previous peak production rate in 
| 1929, and how it is performing a 
vital service in the defense pro- 
gram. There should be more pieces 
like this. 


_ Jottings 


Al Paul Lefton Company, Phila- 
delphia, has prepared an unusual 
folder to assist the 111th Infantry in 
its recruiting efforts. The folder is 
being paid for by the sale of but- 
| tons at $1 each by Philadelphia ad- 
vertising groups... . 

Brewers Journal printed a front- 


| cover editorial on its Feb. 15 issue 
|decrying hysteria in thinking, and 
informing us that a recent New| 
York style show featured dresses 
of such amazing hues as “nasty 
| blue,” “jealous yellow,” “mean 
| red,” “catty green,” and “funny 


| beige.” It’s just a symbol of the 
| current hysteria in all walks of life, 
|says Brewers Journal, advising its 
readers to be calm... 


Somewhat belatedly, no doubt, 
| 


we rise to report that the R. T. 
French Company is located on 
Mustard street in Rochester. . . 


A couple of daring Pennsylvania 
legislators are sponsoring House 
Bill No. 205 to ban the textbooks of 
Columbia’s Harold Rugg from tax- 
supported schools. That’s no news 
any more; there are a score of sim- 
ilar bills pending in other states. 
But this particular bill provides a 
fine of not more than $50 for “any 
person authorizing or permitting 
the use of Rugg’s books, or (except 
a student) found to have such 
books in his or her possession on 
the school property.” That last 
business sounds like the possible 
beginning of a mighty dangerous 
precedent to us... 

It seems that after all these years 
Pond’s is running out of United 
States society beauties who owe it 
all to you-know-what. A Pond’s 
spread in the March Ladies’ Home 
Journal presents the  previously- 
used Mrs. John Jacob Astor along 
with Mrs. Robert W. Armstrong 
from Canada and three ladies with 


unpronounceable but suitably im- 
pressive names from Brazil, Chile 
and Argentina. It may be more 
than a bit brazen to even suggest 
such a thing but there’s a lady 
named Sophie Glutz—O,_ well, 
skip it... 


| paper values.” 


— 


Information 
for 


Advertisers 


The following documents may pe 
secured without charge fror m- 
panies sponsoring them, or t ugh 
ADVERTISING AGE, by any 1 nal 
advertiser or advertising ney 
executive writing on his bu -iness 


letterhead. 


| No. 1768. The Story of Vis ( 


The Boston Record-Americe . has 
issued this booklet about Vi | \ine. 
\“the new measuring stick of 
Visuline, the 


points out, is based on (1. th 
|actual rate of a newspaper; | the 
| acourate result of ‘“‘visuality ur- 
veys on various sizes Of adve ‘ise. 
|ments, and (3) the average co. pe 
| hundred readers for advertise: ents 
|actually seen. Findings of an M 
|Clark 8-newspaper survey p ide 


some figures on Visuline rate 


No. 1769. In Neighborly Tou 


In this booklet The Progr: ssive 
|Farmer pictures the Southern mar- 
|ket and its problems and desc: ibes 
an editorial setup that enable-~ th: 
|publication to be close to ese 
| problems, serve the interests it 
|readers and gain their loyalty and 
| confidence. The story of Proures- 
| sive Farmer’s founding and pur)oss 
'and the account of some of it u- B 
|sades for betterment of the 
|South make an interesting rec 
progress. 
| 


No. 1770. Perfect Shipping Mont! 
| Trafic World offers this four- 
|page folder, which describes 


| perfect shipping month means : 
|benefits by perfect shipping anf 
how manufacturers may cash in ¢ f 
the movement. f 


f 

No. 1771. Facts. 
“Chicago in Your Vest Pocket : 
the sub-title of this small | 


issued by the Chicago He 
American. It contains a lot of 
statistics, reviews the highlight 
1940, and points out the potent 
ties for 1941 offered by the mark 
and by the Herald-American. 


No. 1772. Business 
and Preferred. 

| This survey of 416 textile mil 
made for Fairchild Publicatior 
|dicates that in 21.65 per cent o! 
mills purchases of equipment 
‘supplies are made by purchasit 
agents having no other title or fur 


Papers Rea 


tion, while in all others, the pu 
ichasing agent is also _presidet 
| treasurer, secretary, superintende! 
| or some other official. The stu 
lindicates business paper readin: 
|preferences of these mill exec 


tives. 


No. 1722. Why Should I? 
“Advertise in Our Sunday Vist 
and The Register” finishes the que 
tion of the title, and the pases 
ithis brochure offer numerous '* 
isons. The papers’ editorial app 
and reader response are discus® 
and information is provided Cc! 
cerning the number of ie 
where they are, and thei 
lability. Rate and circulat 
are included, as well as s 
vertisers’ success stories. 


|No. 1703. Dodie’s Date. 

Dodie, the sub-deb, is 
|}important personage in t 
hold, and Ladies’ Hom 
tells why and how in tl 
Seems she’s style, brand 
tising conscious, and fu 
she’s a buyer. What t! 
is doing about her and | 
she represents for ad' 
also brought out. 


No. 1761. WOW Mark: 

Radio Station WOW, ‘ 
issued two new maps 
ing an analysis of m 
and the other show! 
buying income. The 
gives a clear picture core 


and audience strength b) ‘ne*"". 
percentages of response. ») *™" 
to the number of radio 
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Never underestimate the Power of a Woman! 
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Dixie Feed 
Copy Issues 
Challenge 


St. Louis, Feb. 18.— Copy in a 
wide campaign taking in farm and 
stock media throughout the 


West and Southwest is featuring 
a challenge by Dixie Mills Com- 
pany, East St. Louis, Ill., to feed 


users to compare 
competition in a 


its product with 
“side-by-side” 


contest, designed to show tangible 
results from the use of the Dixie 
feeds. 

“Feed half your flock on Dixie— 
feed the remaining half on any 
other ration,” the ads invite the 
farmer and stockman. “Then at 


the end of twelve weeks, see which 
group is healthier, and is making 
more money for you!” 
Publications scheduled for 
line insertions include the 
can Rabbit Journal, 
mer, Dairy Goat 
World, Kentucky Farmers Home 
Journal, Missouri Ruralist, Prairie 
Farmer, Small Stock Magazine and 
Southern Agriculturist. Point-of- 
purchase displays and local news- 
paper advertising support the 
magazine, along with a house pub- 
lication, “The Dixie Shield,” circu- 
lating among feed dealers. The 
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Middle 
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Arkansas Far- | 


| years, 
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THE 1939 RETAIL DOLLAR 


00 4/-48 


The Bureau of Foreign and Domestic Commerce shows how the retail dollar was 
divided in 1939. 


Ridgway Company, St. 
the agency. 


Louis, is 


Jewel Advances Watkins 

Clayton N. Watkins, who has been 
in charge of advertising and publi- 
cations for the Jewel Tea Company, 
Barrington, Ill., for the past six 
has been put in charge of 
public relations, succeeding C. W. 
Kaylor, vice-president, who will 
retire March 1. Mr. Watkins began 
with Jewel 11 years ago as an ad- 
vance salesman, 


Columbia to Charlotte 

The Columbia Chemical Division 
of Pittsburgh Plate Glass Company 
has opened a sales office at 615 
Johnston bldg., Charlotte, N. C. 


James R. Simpson has been named | 


district sales } manager in charge. 


Carter-Thomson Appointed 


Carter-Thomson Company, Phil- | 


adelphia, has been named to direct 
advertising for the Barfield Cor- 
poration, manufacturer of Sino. 


@® Here 
made to order. 


you have your 


® Payrolls in Detroit 


were higher than 1929! 


@ Ilere you have also one 


The Detroit 


1941 market, 
America’s fourth city, 
prospering, hungry for goods and with 
the money and desire to buy them! 


right 
higher than in 1937 and 1937 payrolls 


News, that will take your 
product into all the purchasing power 
homes of Detroit and trading area. 


DETROIT- America’s Most Prosperous 


Morket Awaits Your 


and 


now are 


@ Salesmanagers 


big medium, 


opportunity! 


Sales Campaign 


@ In addition to offering the largest city 
trading area circulation of any 
Detroit newspaper, The News also offers 
advertisers the largest ABC recognized 
home delivered circulation of any news- 
paper in the United States! 


who wish to make 


records will find Detroit and The News 
an ideal combination for this purpose. 
‘Test this exceptional market! /f’s 


your 


© Total Net Paid Circulation for 6 Months Ending Sept. 30, 1940 


WEEKDAYS, 340,022; SUNDAYS, 404,142 


New York: I. A. KLEIN, Inc. 


The Detroit News 


THE HOME NEWSPAPER 


Chicago: J. E. LUTZ 


It's Very Quiet 
in the Mountains 
of West Virginia 


Rugged Individualist 


with Shotgun Soothed 


by FCC Magician 


Charleston, W. Va., Feb. 18.—} 
Tucked away in a mountain com- 
munity 80 miles from here, there 
sits a sadly disillusioned man whose | 
cherished belief that he has been | 
living in a free country has been 
laid to rest forever. 

His sad awakening came after a 
‘recent visit from a representative 


}of the Federal Communications 
Commission, who informed him that 
bootleg broadcasting just isn’t 


'cricket in this modern age. 


|man with a little 
jradio and mechanical 
become a broadcaster 
hell of it.” 

| For that is just what the hillbilly 
{mechanic had done—become a 
| broadcaster “just for the hell of it.” 
He had purchased a 100-watt trans- 
|mitter from a mail order house, 
|installed it in his living room, and 
begun operations as a regular radio 
station. 


bent can 
‘just for the 


No Program Problems 


The station had no business prob- 
were | 


lems, although commercials 
part of the daily broadcast fare. 
The operator aired news reports by 
the simple process of clipping the 
newspapers, reading them over the 
air along with commercial an- 
nouncements which he had picked 
out of the air as broadcast over the 
“Esso Reporter” 
WCHS, Charleston. 

Of course, the newspapers, Esso 
and its radio agency, Marschalk & 
Pratt, WCHS, and the FCC were 
not consulted. This is a free coun- 
try, isn’t it, and if a fellow wants 
to go to all the trouble of rigging 
up equipment so he 
the air and get compliments from 
his neighbors for giving his village 


its own radio station, who should 
object? 
But unfortunately, people did 


object. Before 


the FCC 


WCHS could have 


teur Radio Relay League called on 
Mr. Broadcaster to urge him to get 
off the air before he was forced off. 


Holds Potent Argument 


That call brought no results, for 
when Mr. Broadcaster’s authority to 
operate was questioned, he pointed 
to a construction permit which he 
had acquired in some unknown 
fashion. He had filled it out him- 
self and marked it in red letters, 
“OK United States Government.” 
Another telling reason for the fail- 
ure of the interview to bring results 
was the fact that Mr. Broadcaster 
was sitting in his living room- 
studio with a couple of quarts of 


He learned to his regret that no | 
knowledge of | 


program on Station | 


can talk over | 


send a man down to inves- | 
tigate, a representative of the Ama- | 


a 


liquor and a shotgun. Th: FCC 
representative somehow 0, came 
these obstacles. : 


So if you are 


in the market fo) 
a slightly used 7 


transmitte 


don’t mind dealing with a ilhy. 
sioned man, get in touch with the 
FCC for the address of the Weg 
Virginia hillbilly broadcast who 
isn’t on the air any more. 
Fleischmann Charges 
Trade Infringement 
Fleischmann Distilling Cor) ora. 
tion, New York, has filed a f« jerg) 


court suit against Medley Dis: \ling 

| Company, Owensboro, Ky., ire. 
| ing infringement of tradema: ind 
| competiton. 

The suit contends that hen 
Fleischmann bought the D 
| Distilling Company last summe — the 
| defendants, including five inc viq. 
juals named Medley, agreed that 
they would not use the name “. [eq-. 
ey” again in advertising o: on 
|labels. The defendants set u; the 
Medley Distilling Company in De- 
cember. Fleischmann seeks a } idg- 

|ment awarding a _ percentag: of 
profits, providing damages anv. jis- 
suance of an injunction agains’ the 
use of labels, letterheads and ac ver- 
| tising materia = 


Swing-O- Ring to to Agency 

Fred Goat Company, Brooklyn, 
has appointed Lewis & Tokar, New- 
ark, to direct advertising for its 
Swing-O-Ring division. A _ cim- 
paign for Swing-O-Ring loosc leaf 
binders will be launched this month 


in Business Week and _ business 
papers. The agency will also 
handle advertising of Goat Metal 


Stamping, Inc., another division of 
the company. 


“Tulare Times” Appoints 
George D. Close, Inc., San Fran- 
cisco, has been appointed national 
representative for the Tulare Ad- 
vance-Register Times. 


Schlabach for Rollins 

Frank L. Schlabach has _ been 
appointed sales manager for Rollins 
Hosiery Mills, Inc., Des Moines, Ia 


Largest, Richest Market 
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Now Full Time 
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signal both day and night. 
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ADVERTISING AGE 


Calls Big Stores 
in Medium Cities 
Best Advertisers 


Most Retailers Could 
Boost Appropriations, 
Says Economist 


Nw York, Feb. 19.— That large 
reta lers spend bigger shares of the 


cities and small towns, are revealed 
in an advertising analysis published 
in Dun’s Review by Walter L. Mit- 
chell, Jr., director of surveys for 
Dun & Bradstreet. 

The analysis maintains that larger 
concerns consistently tend to use 
more of the sales dollar for adver- 
tising than the small store—regard- 
less of the size of the town. It adds: 
“The figures do not prove whether 
the store grew large by advertis- 
ing or advertises because it is large. 
However, there is support for the 
conjecture that some volume came 
to these larger stores because they 
told the public what they had to 


better management produces faster 


growing business than poor man- 
agement. The conclusion might 
properly be that although adver- 


tising could not be the sole cause 
of business growth it is an impor- 
tant factor.” 

Large shoe, drug and furniture 
stores, Mr. Mitchell reports, spend 
twice as heavily on advertising in 
proportion to sales as do small 
stores in the same trades. But large 
independent filling stations and 
farmers’ supply stores were found 
to be spending no more than small 
concerns. 


Spend More in Medium Cities 


the sales dollar on advertising than 
do the same size stores in a small 
town or large city. Further study 
is necessary to determine just 
why this is, Mr. Mitchell says, but 
retailers in medium-sized towns 
may spend more because they ob- 
tain more satisfactory results than 
the large city or small town busi- 
nessmen. 

The retailer in the small town, it 
is pointed out, may buy more space 
in the weekly newspaper, “but this 
looks ostentatious and provokes a 
competitive advertising war among 
his competitors. Even if the town 
has a daily newspaper, the retailer 
may buy space at a figure which is 


sale. dollar on advertising than the | offer. It might be argued that bet-| Both 1939 and 1936 analyses very nominal compared with his 
smi retailer, and that stores in|ter management ability goes along | showed that without exception, re- sales volume. 
med'um-sized towns spend more|with more liberal spending on ad- tail stores in medium-sized cities “At the other extreme,” says Mr. 
4 liberally than similar stores in large |vertising. Certainly, by definition, tend to spend a larger proportion of | Mitchell, “the retailer in a city of 
t 
n 
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NET PAID CIRCULATION EXCEEDS 1,000,000 


Goodfellow 


Lumber 
| pretty funny in this large-space copy in 
St. Louis newspapers. 


Company gets 


more than 100,000 people has at 
least one newspaper and a broad- 
casting station at his command, but 
| with the larger circulation the dol- 
|lar outlay for space or radio time 
jis high. This discussion does not 
_bear upon the case of the depart- 
ment store, but is concerned with 
| the small neighborhood merchant 
|who has survived the mercantile 
| revolution led by department stores, 
|chains, and mail-order houses.” 
Handbills Discouraging 

The small retailer in a large city 
occasionally may use a_ neighbor- 
hood paper, it was pointed out, but 
the distribution of handbills, even 
when not curtailed by ordinance, 
'“may cause ill will rather than good 
| will among potential customers.” 
Maintenance of a list for direct mail 
advertising is a_ possibility, Mr. 
Mitchell says, but its needs careful 
organization because of population 
| changes. 

“These factors account in some 
| degree for the success and useful- 
ness of voluntary groups and re- 
‘tailer cooperatives. Group advertis- 
ing by retailers has the advantage 
|of spreading the cost so that ade- 
| quate talent can be applied to copy- 
| writing and illustration, and ade- 
quate space bought without exces- 
sive burden on any one store. There 
is little waste circulation if the co- 
operating group includes _ stores 
spread throughout the community.” 

Advertising expense ratios of 
| profitable and unprofitable concerns 
| were compared in 44 retail trades, 
) and in 24, according to the an- 
alysis, profitable concerns spent a 
| smaller proportion of sales on ad- 
| vertising than did the unprofitable. 
In 13 trades, the reverse was true, 
j}and expenditure ratios were about 
equal in seven. 


Suggest Heavier Advertising 


| “The findings,” said Mr. Mitchell, 
“do not in any way refute the re- 
peated assertions in trade journals 
| that the forte of the small inde- 
| pendent retailer is personal service 
|}and a close acquaintance with his 
customers. But they do suggest 
|that this same retailer can profit- 
|ably spend a somewhat higher per- 


)centage on advertising than the 
|average for his trade, where the 
| circumstances are favorable’ or 


| when he is given adequate help by 
| suppliers.” 


| WFIL Gets FM Permit 


The FCC has granted station 
WFIL, Philadelphia, a construction 
permit for an FM station, to be op- 
erated on 45,300 kilocycles and 
cover an area with an estimated 
population of more than 4,000,000. 
General Manager Roger Clipp an- 
nounced that construction will be 
completed within 90 days, with the 
station to go on the a'r May 1. The 
station will be programmed for six 
hours daily. 


Opens 1941 Drive 

The Pneumatic Scale Corporation, 
North Quincy, Mass., maker of pack- 
aging and bottling equipment, has 
started its 1941 campaign, the spear- 
head of which will be full pages in 
Fortune in alternate months. Busi- 
ness papers also will be used exten- 
sively. Alley and Richards Com- 
pany, Boston, is the agency. 
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ADVERTISING AGE 


Paty 


Don't Disparage Competitors 
You May Find Yourself in Legal Difficulties 


By HARRY HIBSCHMAN__ 


stating that the products of a cer- 
tain market had been destroyed by 
the state department of agriculture 
unfit for human consumption. 
The court held that such a story 
was not defamatory of the owner 
of the market but merely consti- 
tuted disparagement of the products 
mentioned, for which there could be 
recovery only on proof of special 
damages. 


|Editor’s Note: This is another of 
a series of studies of advertising 
and publishing law in which legal 
problems are discussed clearly and 
concisely. The author is a practic- 
ing attorney and counselor-at-law, 
author and lecturer who has made 
publishing and advertising law his 
specialty. Other articles in _ this 
series will appear in these pages 
from time to time. 

Readers of ADVERTISING AGE are 
invited to submit questions to be 
answered or subjects to be discussed 
by Mr. Hibschman. However, they 
must be general in their nature and 
must not relate to pending cases or 
contemplated litigation, as personal 
legal advice cannot be given here. | 


as 


How Court Reasoned 


But derogatory statements relat- 
ing to property may be of such a 
character as to constitute an indirect 
reflection upon its owner or manu- 
|facturer and to give him a cause of 
action for personal defamation. An 
interesting example of this may be 
found in an Alabama case involv- 
|}ing a reference by a newspaper to 
a certain house as bearing “a bad 
reputation.” This, the courts held, 
amounted to a charge against the 
occupant of the house personally. 
“We know of no way,” said the 


Every well-informed person 
knows that if you call a man a thief 
or say of a doctor that he is a quack, 
you are guilty of defamation— 
slander, if oral; libel, if written. In 
such a case the defamation is di- 
rect and of a person. But defama- 
tion may also be indirect, as where | 


state supreme court, “that a house 
can, of its Own act, acquire a repu- 
tation. This being so, when we 
speak of a certain house as being 
disorderly, we must necessarily be 
understood as referring to the con- 
duct of those who live in or fre- 
quent the same by and with the 
permission of the occupants.” 
Applying the same reasoning to 
cases based on derogatory state- 
ments relating to personal property, 
it has been held to be defamation of 


a tradesman and not mere dis- 
paragement of his’ products. to 
charge that he sold damaged or 


second quality shoes, to be defama- 
tion of the owner of a stallion kept 
for breeding purposes to state that 
it was of inferior pedigree, and to 
be libelous of a butcher to publish 
a statement that he sold meat from 
diseased animals. 


Applications to Advertising 


The rule is that, if the alleged 
derogatory statement implies repre- 
hensible conduct upon the part of 
the owner, vendor, or manufacturer 
of a product, it constitutes defama- 
tion and not mere disparagement. 
The same statement may, of course, 
be both. The distinction is impor- 
tant only from a technical point of 
view and with regard to the amount 


of damages that a defendant may 
be held for. 

It goes without saying that all 
this is of considerable importance 
to advertisers and to writers of ad- 
vertising copy. Clearly one cannot 
afford to run down a competitor’s 
products unless one wishes to in- 
vite a lawsuit and is prepared to 
prove every statement made. To do 
so is to be liable for disparagement 
of property at the very least and, 
therefore, subject to a judgment to 
pay such special damages as can be 
proven, or to be guilty of personal 
defamation, in which event the 
judgment may be much greater. 

Necessity for Caution 

A leading case involving an ad- 
vertising circular was decided by a 
federal court in 1927. The circular 
contained lengthy statements dis- 
paraging the use of Benzol either 
straight or in a mixture for use in 
automobiles. “Benzol, or a mixture 
of Benzol and kerosene,” it said, 
“causes erosion and pitting of the 
cylinders and valves, likewise over- 
heats the engine, etc. . . You have 
none of these bad effects when 
White Rose Gasoline is used.’ The 
Benzo Gas Motor Fuel Company, 
producer of Benzol, was held not to 
have a cause of action for libel but 
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. — 

to have one for 
property. 

There is a case now pending 


disparagement of 


an Eastern court that illustrates 
how an advertiser may stub his toes 
Annoyed by statements made ove, 
the radio by a so-called life insyr. 
ance counsellor, a big nation: life 
insurance company published 4 
series of advertisements in ich 
it warned the public against certain 
types of insurance racketeers, who 
tried to induce ignorant and n led 
persons to change their policie. ty 
give their business to other (om. 
panies, to make unreasonable de. 
mands, and to start unjust ‘eq 


litigation. The counsellor was ns: yy 


ally not named in the adver: se. 
ments, but he claimed they refe, eg 
to him and to him alone and ;: \eq 


suit accordingly. Of course, he | as 
a good cause of action, if he an 


prove that the references wer ty 
him and to no one else. And in 
New York this is easier than ne 


might imagine. 


For instance, when Eddie Car \or 
some years ago expressed is 
opinion in a telegram that th re 


was only one radio editor in Noy 
York who was capable, intellig nt 
and honest, or words to that eff: ct, 
and the telegram was published a 
radio editor sued him and was held 


the person referred to is not named 
but can be identified by other ac- 
companying statements or by ex- 
trinsic facts; and it may be of 
property, where it is falsely 
charged that there lien on a 
piece of real estate or that a manu- 
factured product is defective or 


as 


is a 


fraudulent. In the latter instance 
the courts used to hold that the 
derogatory statements constituted 
slander of title or libel of a place, 
but the name now in use is dis- 
paragement of property, especially 
if the defamatory words relate to 


personal property. 

One of the distinctions between a 
regular case of libel and a case of 
libel of a place or disparagement of 
property is that in the former case 
there may be a recovery of damages 
without proof of actual injury, 
while in the latter case the recovery 
is limited to special damages, such 
as the loss of profit from a real 
estate deal that failed to go through rd 
because of the dafamatory charges, 
or the loss from the specific falling 
off of of a disparaged 
product, gasoline or auto- 
mobiles 


purchases 
like 


soap, 


An Interesting Case 


A notable and rather 
slander of title 
a number of years ago when 
published a story that a 
certain house was haunted The 
ghost, it was said, appeared late at 
night and performed strange antics, 
“that timid people give the place 


humorous 
case of arose in 
Canada 
a papel 


so 


a wide berth.” The owner of the 
property sued for loss of rent and 
depreciation in the value of the 
property and was held to be en- 


titled to recover. 


An American case involving food 
products, such as cheese, oranges 
and fish, came before the Washing- 


Court in 1917 A 
published a_ story 


ton Supreme 
newspaper had 


OMPLETION 


sound program to sell executives 


of a 


demands The Wall Street Journal. 
because 86'¢ of its circulation is 
read by executives at their desks 


where they buy, where you sell. 


HOENIX has helped build a seventy million dollar industry out of Arizona’s 
sun country. Each year more than 15,000 seasonal visitors (top-flight 


industrialists and executives, too) come to Arizona to enjoy winter sunshine. 
This month the great Western Open Golf Tournament was played in Phoenix. . . 
creating MORE outdoor activity, releasing MORE spendable income, placing 
Phoenix MORE firmly in 146th position among the nation’s FIRST 200 cities. 
It’s a short putt for advertisers to cover this responsive market with t 
Republic and Gazette, or KTAR, key station of the 
_ If you want to score GOON odes, Uearlics ohare sales are being made. 


fee PHOENIX REPUBLIC ano GAZETT 


pe LAWRENCE & CRESMER CO.. irs was 


— 


_ tL 


oo —— 


rizona Broadcasting Co. 
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ADVERTISING AGE 


COINCIDENTAL TIE-UP OF COLLIER'S COVERS 


oom ee oe © 


Sinen 


Co]! iers 


THE NA*™ 


YOU CAN’T SAY THAT! BY WALTER DAVENPORT 


ee 


There was no cooperation between advertiser and magazine involved in this 
unusual tie-up between the front and back covers of Collier's for Feb. 15. 


to be entitled to present his case identified, the derogatory words had 
to jury, because he alleged that to refer to every one of the remain- 
there were only about a dozen pro- ing eleven. 

fessional writers in New York to But defamation of a _ business 
whom the term used could apply man, or the running down of his 
and that Cantor had previously products, may give the’ injured 
named the one whom he considered party a cause of action for unfair 
capable, intelligent and_ honest. competition as well as for libel or 
Obviously, if the honest one was disparagement. Thus, injunctions 


have been granted in a number of 
cases against the circulation of 
printed matter or letters alleging 
that the product of a competitor 
infringed patents held by the other 
party or was being sold in violation 
of a licensing contract giving the 
other party superior or exclusive 
rights. 

Lawsuits based on unfair compe- 
tition on the grounds stated have 
not been particularily numerous. 
But, since the Federal Trade Com- 
mission has come into the picture 
actively, the application of the legal 
rule that defamation of a competi- 
tor or disparagement of his product 
constitutes unfair competition has 
become fairly common. The fol- 
lowing cases will serve to show 
what kinds of statements are not 
permitted: 

1. Allegations that 
cooking utensils are 
health. 

2. Representations that a named 
atomizer is the only one capable of 
being used with safety with silver 
preparations 

3. Assertions that decorated 
china bathroom fixtures will crack 
with extremes of temperature 

4. Representations that the man- 
ufacturer of a check perforating 
machine was out of business and 


aluminum 
injurious to 


that it would be difficult or impos- 
sible to secure parts or have repairs 
made. 

5. Allegations that tests made in 
a university laboratory proved the 
superiority of a certain brand of 
coffee 

6. Declarations that oleomar- 

garine was unsanitary. 
7. Allegations that pepper that 
sold at lower prices than that 
offered by the advertiser was of 
poor quality, ete. 

8. Representations that Canadian 
whiskies are not suitable for blend- 
ing. 

9. Assertions that a competitor's 
calculating machines are inaccurate, 
low-priced because of poor work- 
manship, of foreign manufacture, 
and infringe patents held by the 
party making the statements. 

Cease or desist orders have been 
entered in a long list of cases, or 
stipulations signed, covering all 
these matters and many more of 
similar import. They should con- 
vince the reader that, aside from 
the civil liability because of libel 
or disparagement of property, it is 
not safe to run down a competitor's 
goods and that clean advertising 
practices are not merely more 
ethical but, in the long run, more 

ititable. 


Z ARIZONA BROADCASTING CO. Nc. 


DICK LEWIS, General Manager ; 
UL H. RAYMER COMPANY, ry - 


a 


‘Parents’ Starts 
Comic Paper with 
300,000 Press Run 


New York, Feb. 19.—A new bi- 
monthly magazine for boys and 
girls, True Comics, was launched 
here today by publishers of Parents’ 
Magazine as a national antidote for 
lurid comic magazines widely read 
by children. 

True Comics is similar in format 
to the present comic magazines, but 
differs radically in subject matter 
and editorial treatment. The first 
issue deals in full-color with the 
events of past and present history 
instead of the fictional characters 
featured in more than 75 comic 
magazines Publisher George J. 
Hecht said, “We have no complaint 
against the comic strips printed in 
the newspapers. Our fight is being 
waged against these magazines 
which for the most part are cheap, 
fantastic and over-stimulating for 
young minds.” 

Prominent educators and _his- 
torians were named as senior ad- 
visory editors of the new magazine, 
which also has a board of junior 
advisory editors which includes 
Shirley Temple, Mickey Rooney 
and other well-known youngsters. 

The print order for the first issue, 
dated April and today, 
was 300,000, and advertisers were 
guaranteed a minimum circulation 
of 200,000. The International Circu- 
lation Company is handling dis- 
tribution to newsstands, where 
principal sale is expected. Circula- 
tion guarantee and advertising rates 
for the second and late: 
not announced. 

Allison R. Leininger, advertising 
director of Parents’ Magazine, also 
will serve True Comics. Blanchard- 
Nichols-Osborn, Atlanta, will repre- 
sent the magazine in the South, 
with James A Townsend, San 
Francisco, representative on the Pa- 
cific Coast 


released 


Issues were 


Minnesota Valley Plans 
4th Rockwell Promotion 


Minnesota Valley Canning Com- 
pany, Le Sueur, Minn., has just an- 
nounced plans for its fourth Nor- 
man Rockwell promotion, featuring 
a characteristic Rockwell painting 
in a Niblets corn advertisement 

Starting date was set for March 
20, with color page promotion to be 
carried in Good Housekeeping, Life, 
McCall's, and The American Week- 
ly. Readers are to be offered re- 
prints of the Rockwell painting, 
suitable for framing, in return for 
two Niblets corn labels The ac- 
count is handled by Leo Burnett 
Company, Inc., Chicago 


Thomas to Katzinger 


Lee B. Thomas, Chicago, will be- 
come vice-president, general man- 
ager and aé director of Edward 
Katzinger Company, Chicago, effec- 
tive March 1 


ANPA Meets April 22-24 


The annual convention of the 
American Newspaper Publishers 
Association will be held at the Wal- 
dorf-Astoria, New York, April 22-24 


Popularity plus-- 


55,120 VISITORS to 
WFBR’s Radio Centre 
last year... proof of the 
pulling power of “local 
live talent’? shows. 
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Retail Syndicates 

A resolution asking a joint legis- 
lative committee inquiry into oper- 
ations of “chain systems, retail 
syndicates and other active combi- 
nations” in Pennsylvania has been 
introduced in the state house of 
representatives. 

The measure, offered by Assem- 
blyman Dolon, declares that “these 
chains, syndicates and combinations 
—by virtue of their ability to buy 
in large quantities, their reductions 
in operating costs, great resources 
in working capital, advantages in 
advertising and other attributes— 
are able to compete in retail mar- 
kets with prices and services which 
independent merchants and_ busi- 
ness men cannot meet and still earn 
a fair return on their investment.” 


Two Pick Bozell & Jacobs 


Bozell & Jacobs, Inc., Houston, 
Tex., has been appointed agent for 
the Hy-D Company, bottlers of car- 
bonated grapefruit juice, and La 
Insular Cigar and Cigarette Com- 
pany, both of Houston. 


Elect Berner to Office 

Harry Berner, former divisional 
sales manager of Lord & Burnham 
Company, Irvington, 
elected vice-president of the Amer- 
ican Hospital Supply Corporation, 
Chicago, at the annual meeting of 
the board of directors. 


Consider Probing Chain, 


Wall Peer Maker 
Distributes New 
Advertising Kits 


Chicago, Feb. 18.—United Wall 
Paper Factories, Inc., has sent out 
to its distributors, dealers and job- 
bers what James W. Bright, adver- 
tising manager, believes is the most 
comprehensive kit of advertising 
and promotional material ever in- 
troduced to the decorating trade. 

Included in the kit are a large 
three-dimensional window display 
poster complete with six  inter- 
changeable room photograph blow- 
ups in sepia; a four-time enlarge- 
ment of a unitized color magazine 
advertisement; a large window ban- 
ner announcing the National Wall- 
paper Style Show March 24-May 
24; two samples of direct mail fold- 
ers, printed on actual 1941 wall- 
paper, inviting customers to pre- 
view showings of latest wallpapers; 


|a sample direct mail piece printed 


on the back of a full-color reprint 
of a national advertisement; a 28- 
page dealer’s answer book; a uni- 
tized counter card; a score of eight- 


| page hand-out folders on “The New 
N. Y., was | Bae 


Way to Choose and Use Wallpaper,” 
and a copy of Nancy Warren’s guide 
for the home decorator “Style and 


| Charm.” 


ADVERTISING AGE 


The dealer’s answer book illus- 
trates suggested tie-ins with the 
projected national advertising cam- 
paign for new 1941 unitized wall- 
papers, including a_ selection of 
newspaper advertising mats at no 
charge, window display suggestions, 
publicity tie-ins, direct mail ideas, 
radio spot announcement scripts 
and a group of suggested form let- 
ters. 

Hays MacFarland & Co., Chicago, 
handles the account. 


=) 


Oklahoma Travel Group 
Seeks Bigger Ad Fund 


The Oklahoma Travel Associa- 
tion, Inc., which began a campaign 
last year to advertise the state’s 
scenic and historic points with 
stamp albums and literature, plans 
to increase its promotion during 
1941, hoping ultimately to raise a 
$75,000 fund. 

The 1940 plan, in which 1,500,000 
colored stamps were distributed, 
will be repeated. In addition, 250,- 
000 booklets will be published, con- 
taining road maps, illustrations and 
four double-page spreads depicting 
state features. 


“Family Circle’’ Moves 


The Family Circle has moved to 
larger quarters at 400 Madison ave- 
nue, New York, where it now oc- 
cupies the 16th floor. 


Ole Man River keeps rolling along, but things aren’t the 
same at St. Louis. Here, men are busy as bird dogs on 


the $30,000,000 Jefferson Memorial project, just as thou- 


sands of other men are busy throughout the 49th State 


on Defense Projects that total over 200 millions of dollars! 


So What? 


Just this: when 49th State men are busy at their jobs, 
their families eat—smoke—drink and READ. To reach 
‘em, you've got to hit “em where they live—with adver- 
tising in the St. Louis Globe-Democrat! It’s the only 
newspaper in St. Louis that even claims to cover the 
49th State—St. Louis and its PLUS market. In 303 im- 


portant surrounding towns it reaches more than 50% 


of the families regularly. 


St. Louis 


With The Globe-Democrat You Get 


: ase 
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THE 4QTH STATE 


@ A compact market of active, 
money - spending people living in 
© 87 counties in Eastern Missouri 

and Southern Illinois where 

@ Combined annual retail sales reach 

almost 500 millions of dollars 


The NEWSPAPER OF THE 49°" STATE 


Flare-up Over 
Florida Fruit 
Quiets Down 


Lakeland, Fla., Feb. 18.—All the 
furore over the advertising cam- 
paign of the Florida Citrus Com- 
mission died down to a few angry 
whispers last weekend as the com- 
mission’s advertising committee re- 
peated a statement that no changes 
would be made in its radio program 
or agency connection. 

The controversy flared up late in 
January when the Florida Citrus 
Producers Trade Association and its 
manager, Marvin Walker, com- 
plained about the spending of $587,- 
000 on the CBS network program 
featuring Mary Margaret McBride. 
The association claims it contributes 
about half of the million dollar ad- 
vertising fund for the citrus com- 
mission. 

Radio was not used during the 
past two seasons, but Harry G. 
Ulmer, commission advertising 
committee chairman, and officials of 


Arthur Kudner, Inc., agency which | 
handles the account, insisted that | 


the present program was approved 


| by both the committee and the full 


commission, representing about 16,- 
000 fruit growers. Lower prices for 
Florida grapefruit this year, it was 
explained, should be attributed to 


the lower quality of the product due | 


to crop damage last year, and not 
to the advertising. 

The industry has been hearing 
Miss McBride in action before CBS 
microphones during the past week 
or so when she broadcast five reg- 
ular programs from key cities in the 
citrus producing areas. Many grow- 
ers, shippers and other citrus- 
minded residents protested that the 
full 15-minute daytime shows 
should be devoted to Florida citrus. 
It was explained that network 
standards limit such commercials to 
314 minutes. Then, said the com- 
mission, favorable comments on the 
radio program piled up. 


Order Exhaustive Survey 


Possibility that there might be 
an agency change vanished, for the 
time being, when the commission 
repeated Mr. Ulmer’s earlier state- 
ment that no changes were con- 
templated. The account has been 
handled by Kudner for the past 
three years. 

The commission, however, adopted 
a recommendation of its advertis- 
ing committee that a thorough sur- 
vey be made of complicated price- 
depressing factors involved in 
marketing the Florida fruit so that 
in the future the program “can be 
given every opportunity to reflect 
its value in better returns for grow- 
ers.”” The commission said a mar- 
keting authority of unassailable 
reputation would direct the survey 
with the aid of federal agencies, 
agricultural colleges and_ others 
qualified to help. 


a, 
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TELLS BENEFITS 


— 


Are These’ 


IT HASN'T been so many years since practics 
automobile had its proud possessor A d in 


the door. In your hometown, you cou 

of each shiny motor<ar you saw. Even if you.were 
boon companion of Mr. Rutherford B. Gottrox 
knew his imposing name and that he could aff 


“machine.” The initials did the rest. 

Today—what a difference! Automobiles are o 
sities, not luxuries; not to own one is considered a 
ship. There's a car within the reach of almost ever 
Better cars than ever, cheaper than ever 

The answer? Mass production to meet mass demu 
—eumereted by abundant use of farsighted advert). 
Advertising has been a vital driving force in the progr 
of America and Americans. 


THE ATLANTA 
ADVERTISING CLU! 


1430 Citteers & Southern Bank Busiding WAins 0467 


This is the first of a series of “t th 
about advertising" insertions to be ued 
in local dailies by the Atlanta Ady or. 
tising Club. Each piece of copy is 
written by a local agency and approved 
by a committee headed by James L. 
| Stafford of Georgia Power Company. 


Rutlidge Sails to Brazil 

Maurice L. C. Rutlidge, recen'ly 
appointed regional manager for the 
Crosley Corporation, Cincinnati, in 
South America, has sailed to estib- 
| lish headquarters at Rio de Janiecro, 
Brazil. 


| NIAA Sets Meeting Date 


The annual conference and expo- 
sition of the National Industrial 
Advertisers Association will be 
held at the Royal York Hotel, To- 
ronto, Sept. 17-19. 


an even broader coverage 


of the great DETROIT 
AREA, at no increase in 
rates. will soon be an- 


nounced by this station! 


CKLW 


5000 WATTS 


(Day and Night 
Mutual Broadcasting System 


AMERICAN 


AGENCIES 


Get this new guide book to 
profitable agency practice 


ADVERTISING 


you know what 
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— | 
— 

| 


By F. ALLEN BURT 


Account Executive 
Albert Frank—Guenther Law, 
Inc. 

Professor of Advertis o£ 
Boston University 


gency services are making the 
todas This book show w the depression change 
whole pieture we ‘ t ti nd how small 
P e1rzed gencies n wT I rtunities 
rice inder the new setuy nd w nients ist know 
to get into the isine I i business 
$3.00 leg nd managerial problems it ved. “Exceeding 
Ig says Editor & Publisher 
READ IT FREE FOR 5 DAYS 
(,et this new ton your perations Tear out 
Write name, address, business connection or referen 
margin and mail now to HARPER & Brothers, 49 F . 
New York, N. ¥ Book will be sent mee post? \rt 
3 davs remit $3.00 return book 
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How about me? 
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's a lot of good, hard planning — - ne first thing I 
he gh shes refreshments and so on— . Recodhe, hair-do, 
ren teas wi at'll I wear? How'll I look? F. 
. Ma < 
think of is me. 


hose things. auty counter 
ve carn to read what's news at the bee 
; “me 
The time for» 
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I 7 J re te sé 


* ts af? 
ime’ me either: 
‘pass-time’ reading 
wouldn't do much ‘pass-ti 
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pP hat’s the background of mer" rings supply the 
at home .. ? : . d millions of social ST eae AN HOME 
fe.” These tipliec ‘cs. THE Al aon 
sae ee meade use of cosmetics. TI itertaining than any 
chief urge for i more pages for home et 
azine publishes 
magazine p mi | —s pon 
other major magazine. . want these ideas today. Loo 
- ad .¥ 
lions of American: 
More millions of 
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: ledan. 
ideas on livin 
d men in the market for ide 
women an 
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Major Maga ~— % — - % — 
Picture Magazine “A" 93.7° e 94.2°; 
THE AMERICAN HOME 92.5 92.2 
Picture Magazine “B” 92.4 93.4 
} Women's Magazine “A” 91.0 ot. 
Monthly Magazine “A” 90.5 90.0 j 
Women’s Magazine “gr 90.2 91.4 
Monthly Magazine “B" 89.2 93.6 
Women’s Magazine “¢ 89.2 88.7 
Women's Magazine “pb” 89.2 90.3 
Monthly Magazine “= 86.0 86.7 
Monthly Magazine “@” 85.7 86.3 
Weekly Magazine “a” 85.4 89.0 
Weekly Magazine “3” 85.1 88.1 
Weekly Magazine “¢c» 83.1 


Weekly Magazine “p» 
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$250,000 Yearly 
Spent by Ward's 


on Sales Training 
Mail Order Chain Be- 


lieves Salesmanship Still 
"In Dark Ages" 


New York, Feb. -Montgom- 
ery Ward & Co. is spending more 
than $250,000 a year in sales train- 
ing in the belief that ‘salesmanship 
is still in the deep dark ages of an- 
tiquity,” it was revealed here to- 
day by James Watson, director of 
sales training of the company. 

Mr. Watson, in a speech before 
the Sales Executives Club, declared 
that most production and distribu- 
tion problems have been solved at 
least partially but that the surface 
ats has hardly been scratched in edu- 
cating retail salespeople. 

Montgomery Ward, with about 
30,000 salespeople in its employ 
throughout the country, has adopted 


a variety of plans. Included are 
educational manuals which include 
questionnaires to be filled out by 
employes and sent to the head- 
quarter’s office for grading, sound 
films, inspirational literature and 


bonus payments. 
It's Examination Time 


Initial step in the program was 
the preparation of selling manuals. 
A staff of 10 topnotch copywriters 
was added to the sales training de- 
partment and given the task of 
simplifying the sales approach. The 
back of each manual contains a list 
of from 10 to 30 questions, which 
each clerk required to answer. 
A corps of school teachers grade 
the “examinations” and the papers 
are returned to the respective store 
managers. 


IS 


Each of the 650 stores is also 
equipped to show sound slide films. 
Visual training was added to the 
manual method, Mr. Watson de- 
clared, “because people don’t read 
willingly or well.” The films, pro- 
duced by Jam Handy, are highly 


dramatized, great care is taken with 
the scripts and the production, and 
only professional talent is used. 
Montgomery Ward is so pleased 
with the results obtained from films 
that it has made them available to 
all high school and college schools 
of retailing. Prints are 
to civic groups. 
Another staff 
was retained to 


also loaned 


of expert writers 
produce inspira- 
tional literature. Their output con- 
tains no direct selling hints, but 
does seek to stimulate employes to 
think more about their jobs and 
how to improve their work. Other 
methods of stimulating greater ef- 
fort include a_ salary-plus-bonus 
method of compensation and a Sales 
Leadership Club to which 80 mem- 
bers are added every three months. 

The vital element of the whole 
plan, according to Mr. Watson, 


is 


the recognition that 
closely linked with acting. 
books on salesmanship, he pointed 
out, “be sincere.’ Since it is 
impossible for clerks to be sincere 
to every customer every day, Mont- 
gomery Ward tries to get them to 
at least “appear sincere.”” Employes 
are shown how vital are the little 
things, and are urged to “smile if it 
kills you.” 


selling is 
Most 


say 


Staley Appoints Kutsch 


The A. E. Staley Mfg. Company, 
Decatur, Ill., maker of corn and 
soybean products, has announced 
the appointment of William J. 
Kutsch as merchandise manager, in 
charge of advertising. He succeeds 
R. F. Holloway, who resigned. 


Issues Free Booklets on 
Business Aptitude Tests 

A 16-page booklet on “The Use 
of Ability and Aptitude Testing in 
Business” has been published by 
The Personnel Institute, Inc., Chi- 
cago. The booklet explains the plan 
followed by the organization in ar- 
ranging tests for all types of sales, 
executive, clerical and production 
jobs. 

Copies of the booklet are avail- 
able on request to the Institute, 225 
N. Wabash avenue, Chicago. 


Best Gets Soup Account 

Moore & Co., Inc., New York, 
manufacturer of canned soups, has 
placed its account with Frank Best 
& Co., New York. Newspapers and 
magazines will be used. 


Interstate Names Black 


William G. Black, formerly ad- 
vertising director of the New Jersey 
Herald News, Newark, has been ap- 
pointed sales manager of the Inter- 
state United Newspapers, Inc., New 
York, representing 20 Negro news- 
papers in the United States. He 
will continue to serve the Herald 
News in an advisory capacity. 


Photographers to Meet 
The Photographers’ Association 
of America will hold its 54th annual 
convention in the Stevens Hotel, 
Chicago, August 18-22, and the Na- 
tional Photographic Dealers’ Asso- 
ciation will meet on the same days. 
The two organizations jointly spon- 


sor the 1941 Combined Photo- 
graphic Industry Conventions and 
Trade Show. 


— 


Ask N. Y. Consumer Dep}, 


New York Senator Phelps Phelps 
and Assemblyman Maurice 
ing are sponsoring bills whic! 
set up a consumer departm: 
New York state. A constitutions) 
amendment would be required ;, 
establish the new department _ 


UOwn. 
Would 
‘nt in 


Fertig Names Fairfax 


Max Fertig Sons, Inc., New Yop, 
has appointed H. W. Fairfax Aq. 
vertising Agency, New York, ty 
handle advertising of its New Yo, 


and out-of-town linen shops 


Bates Elected to Four 


Ted Bates, Inc., New Yo has 
been elected to membership the 
American Association of Ad. ertis. 


ing Agencies. 


ONE-THIRD 


THEY ENJOY 


& 


TAKE 


FARM TELEPHONES 


FOR INSTANCE... 


OF THE U.S. FARME 
LIVE IN THE “HEART 


OF THE NATION'S 
TOTAL FARM 
TELEPHONES 


RY 


iia a ae name 
+ 4 


& 
& 


TWO-THIRDS 


THEY MUST DIVIDE 37% 
OF THE NATION'S FARM TELEPHONES 


IBY a 
1844] 


OF THE FARMERS LIVE 
OUTSIDE THE “HEART” 


-»- THE REMAINDER 


Actually," 


Heart” 


farmers are worth more than 2 for 1 


2-for-l story: 


THAT FIGURE, 63%, DOES A LOT OF TALKING 
...if you ask us. And it isn’t the ~ 
number” either! It connects up with what 
we've been telling you right along: when it 
comes to standards of living and standards 
of spending, Mr.“ Heart” Farmer is not only 
“tops” but upper-tops. Farm telephones are 


TO 


ELL 


w rong 


ia 


just another live-wire index of the “Heart's” 
: farm-families who earn more. 
spend more. need more, live more! 


How to reach them? Simple! Put your call 


through Successful Farming and you go 


straight to ~“ Heart” 


est fenve region in the world. What’s 
you reach the right number of Ame rica s 
high-i income farmers at the lowest cost pet 
call...the lowest rate per page of any maga 
zine in the farm field! 


Meredith Publishing Co., Des Moines, Lowa. 


Headquarters: the ric b- 
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Promotion for 
G-E Vacuums to 


Re 
B 


dgeport, Conn., Feb. 


ach New High 


19.—Na- 


floor and hand cleaners at the same 
price. Cooperative advertising allot- 
ments for dealers, it was announced, 
will cover newspaper advertising 
along similar lines, postcard mail- 
ings and handbills. Business paper 
advertising this spring and fall will 


help answer the housewife’s ques- 
tion, “Which kind of cleaner should 
I buy?” 


WEEI Selects Ward 


John T. Ward, former director of 


: the M. W. Kellogg Company, re- 
tior magazine, newspaper and concentrate on consumer savings search laboratory, has been named 
pusiness paper advertising — along and retail profits possible through radio department director of the 
wht more promotion material than dealer-selling. Boston Edison Company, owner of 
ever and combination deals “com-| Promotion material, according to Station WEEI, CBS outlet in Bos- 

ly priced” will comprise the G-E li d t t js ton. He will be in charge of the 
sitive — ‘ . Bolt i ance departme s : 
pet ely p . the G app lance department, ! company’s properties devoted to 
the 1941 campaign for General more varied and numerous than in radio. 
Electric vacuum cleaners, it was the past and _ includes prospect - 
arned this week. resentations, direct mail cam- : 
lea alr yeanigy | "- Von Tilzer Leaves NBC 
Spring and fall schedules call for paigns, broadsides, folders and dis- Jack V Til ; : a 
: , ack ) zer has resigne 
dvertising in Look and Woman’s play cards. Among the new dis- Pa the program. siies ‘aivishens of 
é : . 4 ‘ sales : 

ny ri . Mie > re ays . y ‘sig > ) ‘ . a 4 
Hone Companion, with special em- plays is one designed to hold a floor the National Broadcasting Company 
phasis on a new $39.95 tank cleaner cleaner, tank cleaner, and set of at- pecause of the pressure of outside 
and « combination offer of matched |tachments. It was constructed to quties. 


/ 


Grant WHO License 
for New Method 


of Broadcasting 


Will Test Polyphase 
Transmission with 150,- 
000 Watts Power 


Des Moines, Feb. 18.—The Fed- 
eral Communications Commission 
has just granted a license to Central 
Broadcasting Company, operating 


Station WHO, Des Moines, to use 
full power of 150,000 watts after 
midnight, on a new method of 
broadcasting called “Polyphase 
Transmission.” The method was 
developed by WHO engineers, 


working in conjunction with the 
inventor, John F. Byrne, of Collins 
Radio Company, Cedar Rapids, Ia. 

Present receiving sets, it 
was said, receive polyphase 
transmission without changes or 
modifications and no © so-called 
adapters will be needed. 

Paul A. Loyet, technical director 
of the Central Broadcasting Com- 
pany, estimates that changes in and 
additions to present transmitting 
equipment, to prepare it for 150,000 
watts operation, will require about 
six months. 


radio 
will 


Tested for Two Years 


WHO and Mr 
have been conducting typical 
of polyphase transmission 
years on an experimental license 
for a | kw _ station, operating on 
WHO's regularly assigned frequency 
and at the present transmitte 
where the antenna = system was 
modified for polyphase operation, 
transmission is a new 
whereby 


engineers Byrne 
tests 


for two 


site, 


Polyphase 
method ol 
the signal is 
rotating at oa 


broadcasting 
sent out on a 
rate of many 
sand times per second from 
separate antennae 
Experiments conducted = during 
the past two years indicate, it 
said, that polyphase 
will effect something 
cent saving in 
system said to 
nal strength and 
and distortion. so 
generally 
reception 


beam 
thou- 
five 


was 
transmission 
like a 
powell 


65 pe 
The 
sig- 
fading 
there is a 


cost 
is also improve 

reduce 
that 


marked improvement in 


Operation under the 150,000- 
watt license will call for extensive 
alterations in the present broad- 


casting antenna system. The 50,000- 
watt WHO transmitter will be com- 
pletely rebuilt) for 150,000) watts 
capacity and certain necessary addi- 
tions will be made. 

At least two engineers will be 
added to WHO's present staff of 21 
technical experts. One will be the 
inventor of polyphase transmission, 
Mr. Byrne 


Ahrend Adds Roberts 


Philip Roberts has resigned as 
production manager of Harry Latz 


Service, New York, to accept a 
similar position with D. H. Ahrend 
Company, New York direct mail 


company 


Starts Research Service 

Thelma Gaines, formerly research 
director of Tracy-Locke-Dawson, 
Inc., Dallas, has opened a general 
business research service, special- 
izing in Texas data 


MUCH ENERGY 
“He thinks it’s 


> 
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of EVERYPOOY WELDS THE GREAT ENERGY “SPARK™THUARRON- 
FOUND SO RICHLY IN DELICIOUS QUAKER OATS | 


AMERICAS POPULAR YEAR ROUND Batanrast 


60nero’ HEALTH BREAKFAST SALE “ato 


Halftone strips feature current news- 
paper advertising for Quaker Oats, in 
which the energy theme and the ores- 
ence of thiamin get all the attention. 


Tassie Joins G-E; 
Two Others Advanced 


B. M 
ning, 


Tassie, president of Man- 
Bowman & Co., Meriden, 
Conn., electrical appliance maker, 
for the past 10 years, has been ap- 
pointed manager of appliance sales 
for the newly-consolidated Pacific 
district of General Electric’s appli- 
ance and merchandise department, 


with headquarters at San Francisco 

Ek. W. Brown, formerly district 
appliance sales manager in Salt 
Lake City, has been made district 
representative for refrigeration 
sales, with headquarters in Port- 
land, and J. J. Burns, former assis- 
tant district manager in San Fran- 
cisco, was appointed district 
representative for electric clock 
sales, with headquarters in) San 


Francisco 


Oklahoma Druggists Study 


Several hundred druggists regis- 
tered at the University of Okla- 
homa, Norman, for the fourth an- 
nual school of retail pharmacists 


and sales personnel, conducted Feb. 


19 Featured on the program was 
Elmer Wheeler of Tested Sales 


Institute, New York, who spoke on 
“Word Magic for Drug Store Sales.” 
Problems of Oklahoma druggists 
were discussed by the short-course 
“students” at a special clinic 


UNDER CONTROL 


Of course, Cradle Car 
offers controlled circulation . 


Service 
. . 2250 
alert, buying. young mothers each 
month, are directly approached 
and “‘sold’’ by the voice of author- 
You know 
that every sample and every piece 
of literature is placed directly in 
the hands of an actual prospect! 


ity. a registered nurse. 


. Ie Cradle (an Sewiee. One 


457 WN. Kingshighway St. Louis, Mo. 


RE: BUSINESS THINKING— 


The Most Valuable Single 
Source of Such Material 


“T should like to take this occasion 
of Vital Speeches magazine and the 
\merican public. I am personally i 
changes in business thinking, and I fi 
source of such material.” 


VITAI 


to express my very great appreciation 
useful service that it is rendering the 
iterested in following the varieties and 
nd your pages the most valuable single 


E. G. NOURSE, Director, Institute of Economics, 


Brookings Institution, Wash., D. C. 


mths the 


SPEECHES is published semi-m It presents best thought of the 
hest minds on current national problems Ne ther publication has as fine a list 
contributor " eaders in their respective fhelds SiO a vear Vital speeches should 
he on every list of mediums used tor institutional copy It is now on file in thou- 
sands of public libraries and used for text material in thousands of educational 
institutions asx well heing subserihed for by thousands of representative citizens 
VITAL SPEECHES 33 W. 42nd St. New York 
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ADVERTISING AGE 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Live Cow Inhabits 


Atlanta Display 


To the Editor: ‘Miss 
Quarts,” in person, 


Minnie 
graces 


the | 


streamlined display adjacent to the | 


Irvindale Dairy Company’s 
teurizing plant in Atlanta, 
Minnie has General Outdoor Adver- 


pas- 


Ga. | 


tising Company to thank for her | 
quarters. Minnie receives more 
attention than most cows on the 


farm as her stall is spotless, well 
ventilated, and she is taken for a 
walk every morning and evening. 

Recently the open portion of the 
display was covered with a canvas 
with copy implying the coming 
“blessed event.” Three days later 
the canvas was removed and a calf 
appeared with Minnie. A red line 
was run through the “Miss” and 
changed to “Mrs.,” but Minnie con- 
tinued to serve her public. 

So many people inspected Min- 
nie’s quarters that a wire mesh was 
placed over the opening and a fence 
erected with a sign requesting peo- 
ple not to trespass inside the enclo- 
sure. 

The dairy owner advises that 25 
to 30 people stop and watch Minnie 


| handled 


ANIMATED POSTER EXCITES MUCH COMMENT 


<> 


May We Presewr Our Minnie Quars MISS MINNIE QUARTS” 
Who's Happy Wen Sue Sees You 


ry J 
NNIE ? JHE Bim Iw | cf 
- os . 


7 r 
} j ST O PLEASE 14 


Built into this Atlanta outdoor display is a stall for Minnie Quarts, pride of a 
local dairy. 


in white, the ivory-white 
tones in the newspaper and the 
pure white of the smoke. In addi- 


| tion, this de luxe panel on Wilshire 
| boulevard has been reshaped along 
|modern lines as you can see—and 
|calls for an all white trim. 


each night and it is rumored that | 


several of Minnie’s friends may 
appear in other parts of the city. 
JOHN M. Batscuy, 
Market Representative, General 
Outdoor Advertising Company, 
New York. 


> + 


Restraint Proves Value 
in Outdoor Display 


To the Editor: I have often said 
that the best advertising is the ob- 
vious thing—done NOT obviously 
but heroically; and well-timed! 

I think you will agree that the 
accompanying de luxe poster on 
Santa Fe cigars is a notable ex- 
ample; and when I saw your repro- 
duction of the Koppitz poster in the 
Feb. 3 issue, it occurred to me that 


too. 

True, we do not resort to anima- 
tion on this particular design— 
although we have used animation 


The net result is an immaculate 
poster that puts the story over at 
a glance—that does a sock-o job 
for the product name (the first 
function of any poster)—and that 
allows the read-as-you-runner to 
supply in his imagination the things 
that are purposely omitted to bring 
home the message: “For a _ perfect 
evening at home.” 

H. A. STEBBINS, 

Executive Vice - President, Er- 

win, Wasey & Co., Los Angeles. 


Agency Offers Use 
of Theme Song 


To the Editor: Attached please | 
find sheet music of a new and orig- | 
inal composition titled, “Admira- | 
tion's Happiness Melody.” This 


|song was written and copyrighted | 
you might want to reproduce this, | 


| 
| 


| 


quite a bit on Santa Fe posters. The | 


thing that appeals to me about this 
job is that it achieves effect by 
leaving things out. You don't see 
the man; you don’t see the usual 
hand holding the usual cigar. All 
you see is a picture of evening con- 
tentment and relaxation — with the 
eye focused on the newspaper, the 
slippers and the wisp of smeke curl- 
ing up through the picture. I had 
quite an argument persuading the 
client to omit the suggestion of 
house robe, hand, cigar, etc.; and 
the fact that this poster has occa- 
sioned a lot of unusual comment 
illustrates the wisdom of making 
paper part of the picture. 

In the old days, you know, a 
motion picture director used to 
waste a lot of footage on entrances 
and exits. Now the thing is stripped 
of non-essentials in order to bring 


into close-up the highlights that 
count. 
Apart from the novelty of the 


layout itself, the whole board has a 
very crisp and inviting look. This 
is due to the Neon logo which is 


by Milton Page and Jean Elvins, 
both students at the University of | 
Texas. The song and all rights are | 
now owned by the Steele Advertis- 
ing Agency. 

“Admiration’s Happiness Melody” 
is to be used by the Steele Adver- 
tising Agency as the theme song for | 
an advertising campaign in behalf of 
Admiration Coffee. ‘Admiration’s 
Happiness Melody” has_ already 
been auditioned by many musicians 
of recognized ability in the South. | 
All have been very enthusiastic in 


| their praise of this new tune. 


| Admiration 


Our only interest in “Admira- 
tion’s Happiness Melody” is in its 
advertising value as related to the 
advertising campaign. 
The song will not be placed on the 
market for profit. 

The thought has therefore oc- 
curred to us that we might be of 
some small service to artists, or- 
chestras, and the radio broadcast- 
ing industry generally, if we offered 
this song for their use if they so 
desired ... at no cost. 

This letter therefore may be in- 
terpreted as authorization for any 
artist, orchestra, or radio broadcast- 
ing station to perform “Admira- 
tion’s Happiness Melody” without 
payment of any monies whatsoever 


NO CIGAR, NO MAN, NO HAND: JUST SMOKE 


Restraint makes this semi-spectacular for Santa Fe cigars an outstanding attention 


getter. 


to the owners of the 
only restriction is: When perform- 
ing the song, or any arrangements 
or adaptations of same, please in- 
troduce by the title given here, 
“Admiration’s Happiness Melody.” 


song. The 


CLay W. STEPHENSON, JR., 
President, Steele Advertising 
Agency, Inc., Houston, Tex. 


v v Vv 


McKee Sees Need for 
New Kind of Advertising 


To the Editor: No doubt from 
your contacts with important adver- 
tisers, you are keenly aware of the 
grave problem which industry faces 
|today because of the dislocations 
|arising from war production. 


| 


In exact proportion as factories | 


‘are forced to switch their facilities 
'from peace-time to war-time pro- 
j}duction their normal peace-time 
|markets will be 
that extent, they are bound to lose 
contact with their markets. 


Markets forget easily—‘out of 
sight, out of mind.” As the people 
see less and less of old, familiar 


| brands they will gravitate to substi- 
tute products — meaning that fac- 
tories which give themselves over 
tc patriotic service stand to see their 
markets disintegrate. 

Realizing this danger, industry is 
seriously considering some sort of 
advertising to carry it over this gap 
—advertising that will keep mar- 
kets alive and loyal during this 
period. 

And it is generally conceded that 
so-called “institutional” advertising 


unserved—and to | 


February 24, 194) 


a 
— 


isn’t the answer. Anyhow, wh; 
“institutional” advertising? T 


it was what the boys used to ca) 
it, when it didn’t pull. What we've 
got to have, in this instance, | fee) 
is a wholly new type of advert sing, 
tailor-made to do a very specific 
job—a kind of advertising which } 


call: “Emergency Market - Protec. 
tion Advertising.” 

When a man is drafted into the 
army his biggest concern is: 
my old job be waiting for me when 
I get back?” By the same token 
thousands of factories are 
asking: “Will our old marke: be 
waiting for us after this emery ney 
has passed?” : 

This is a challenge to adver" sing 
—advertising and advertising « one 
can keep markets alive and | ya}. 


and return them to their rig tfy) 
owners intact after this crisis « nds. 
In your capacity as edito: of 


| ADVERTISING AGE, I think you a © in 


position to render an epochal v- 
ice to advertising, to industry— ing 
to the Nation by exploring the : ceq 
for “Emergency Market-Prote: ‘ion 
Advertising” and _ reporting ur 
findings to your readership. 

Certainly everyone directly o: in- 
directly interested in adverti ing 
will hang on your words. 

Homer McKee, 
Vice-President, Blackett, San 
ple, Hummert, Inc., Chicago. 


CONTENT 
The | Journal pub- 
the news of 
all the world the same 
day it happens. 


lishes al 


ADVERTISERS 
The Daily Journal is 
first in local, general 
and total advertising, 
first 11 months of 1940. 


(Figures from Media 


A good newspaper reports facts, clearly, 
concisely, impartially . .. facts for its 
readers... facts for its advertisers. 
The Journal is a good newspaper. 


Records) 


The JOURNAL 
7ollands ifleimoen Hewspaper 


PORTLAND, OREGON 


REYNOLDS-FITZGERALD, Inc.—National Representatives 
New York, Chicage, Philadelphia, Detroit, Sam Franciece, Les Angeles, Seattle 


ABC Publishers Statements. Sept 
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SPOKESMAN OF 


PHILADELPHIA’S 
NEW PROSPERITY! 


“Deluge of war orders,” says Business 
Week. “revitalizes idle factories, cuts relief 
rolls, puts money in shoppers’ pockets, and 
turns city from problems of contraction to 


those of expansion.” 


To cover lively, prosperous, substantial Philadelphians, 


EVENING 
PUBLIC LEDGER 


is now a **must °°! 


Unorr I's NEW MANAGEMENT, headed by Publisher Robert 
Cresswell (for eighteen years associated with the growth of the 
New York Herald-Tribune), the Philadelphia Evening Public 


Ledger enters a new era. 


It’s in tune with the new Philadelphia—a market of two 
million—a vital, alert, sound market looking forward—unbound 
by the traditions of the past. 


More Philadelphia news! 
More room for the news of women—their interests and activities! 
More pictures for this modern picture-minded world! 


More news of the expanding plants, the growing mills, shops 
and factories—greater financial coverage —the smaller relief-rolls, 


the bulging pay-rolls! 
For test campaigns—what a market! 
For regular national schedules—what a buy! 


Truly, the Spokesman of Philadelphia’s new Prosperity! 


EVENING Pusiic LEDGER 


INDEPENDENCE SQUARE, PHILADELPHIA 


The Philadelphia Story 


of Defense Prosperity 


IB. From June 13 to December 1, 19-40, 
defense orders totaling 1,146,099 were 
placed in the Philadelphia industrial 
area, 


2. This was 11.3 percent of all Na- 
tional Defense Commission orders for 
that period, 


3B. War contracts for the district have 
since passed $2,000,000,000. 


Me. Retail sales in recent 4-week pe- 
riod were estimated up 14 percent. 


2b. Payroll increase in area is about 
$42,000,000 over year ago. 


G. New passenger car sales up 10,000, 
Used car sales up 12,000. 


7. Transit lines’ income up $1,000,000. 
153 new buses in service; 130 stream- 
lined street cars, 40 trackless trolleys 
soon to be delivered. 


8. Ten thousand new telephones. 
Average daily calls increased 130,092. 


9. 69,000 new unskilled, semi-skilled 
and skilled workers will be needed. All 
told, 138,000 new jobs. No outsiders 
wanted, but 24-hour training courses 
now in progress, paid for by the 
Government, 


10. Pennsylvania State Employment 
Service found jobs for 160,000 in 1940, 


Ei. Bendix Aviation takes over old 
Atwater Kent plant, will employ 7,000 
who will spend $1,000,000 in Phila- 
delphia stores. 


Cramp Shipyards, idle for 13 years, will 
build six cruisers costing $113,822,000, 
ultimately employing 6,000, 


New York Shipbuilding with $560,- 
000,000 orders employing 10,000, 


Baldwin Locomotive, R. C. A., Sun 
Shipbuilding, Brill and Disston among 
others lifting payrolls. 


12. When defense orders started, 
Philadelphia had 11,000,000 sq. ft. of 
unused plant floor. Of this, 3,000,000 
is now absorbed; balance going 
1,000,000 sq. ft. every 60 days. 


128. Housing shortage now a reality 
with Federal and local authorities 
seeking solutions involving additional 
millions. 


These facts condensed from Business Week 
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ADVERTISING AGE 


February 24, 194) 


Elsie, The Lacteal Lulu, 
Starts a New Enterprise 


Borden's Bovine Beauty 
Busts Into Bigger Bus- 
iness 


3y IRWIN ROBINSON 


New York, Feb. 20.—Advertising 
men scurry along Madison avenue 
oblivious to the street noises of 
teeming, midtown Manhattan. Few 
are aware of an occasional rustic 
sound that floats down from the 
overhanging heights. Even if a 
resonant moo-00-00 reached’ the 
ears of passersby they’d probably 
pass it off as another of those new- 
fangled taxicab horns. 

The moo-oo-00 has its origin in 
that sphere of influence guided by 
Stuart Peabody, advertising director 
of the Borden Company. The lac- 
teal lyric means that another new 
idea has been born for Elsie the 
cow. 

Once upon a time Elsie was a 
figment of the imagination. Now 
real creature, an invention 
has pulled a Frankenstein on 


she’s a 


that 


;cam 


its creator—in a nice way, of course. 
At Borden headquarters it’s Elsie 
this and Elsie that. Executives 
have even been heard to bark out 
orders with the admonition that the 
instructions be followed carefully— 
or Elsie. 

To record for posterity the lactic 
lass’ success story, as drooled from 
her own lips, this reporter dropped 
in on Elsie of a winter’s afternoon. 
Sprawled out behind a massive desk 
she seemed to be chewing her cud. 


Makes Sensible Talk 

“Uggle-gubble-dubble,” she 
greeted. “A couple more chews 
and I'll be right with you.” She 
motioned me to the chair beside the 
desk. Her great brown eyes were 
like limpid pools of kindness. Be- 
fore you could say “Young & Rubi- 
handles the Borden account,” 
she had straightened up and mod- 
estly smoothed out her skirt. The 
interview was on. 

“IT suppose you're here to find 
out about the new Borden Division 
I'm heading,” she began. “It’s 
called Elsie Enterprises and we're 


going to license a bunch of manu- 
facturers to put out soap Elsies, toy 
Elsies, pottery Elsies and so on. 
Not bad for a country gal, eh?” 

“That’s only part of the dope I’m 
after, Miss Borden .. .” 

“Call me Elsie,” she interrupted, 
“all the boys do.” Her eyelashes 


fluttered. One hoof came crashing 
down on the desk and _ split it 
asunder. 

“Oh, dear,” she sighed. “That's 
the fourth desk this month. What 


will Stuart 
say?”’ 

“Elsie, tell me something of your 
backgroui.d and your rise to fame,” 
I ventured. 

“It all began in 1937. Borden’s 
decided on a change of pace in its 
medical journal copy. Instead of 
the usual strait-laced stuff the cam- 
paign introduced a comic cow called 
Elsie. It wowed the doctors and 
they asked for more. Of course you 
understand there was no real Elsie 
at the time—I was just a—er, er 
glint in Mr. Peabody’s eye. 


-I mean, Mr. Peabody, 


She Learned in Time 

“The following year Borden's 
sponsored the Rush Hughes news 
broadcasts and one of the script 
writers had a bright idea. Instead 
of the usual commercial he decided 
to have Rush read a letter from 
Elsie. And the boom was on. Lis- 


YOU COULD COVER HALF A DOZEN DELAWARES WITH 
THE NASHVILLE MARKET 


TH EL | 


Nasivitie 


MARKET) 


MAGINE a city’s market 3,971 square miles larger than six 


times the area of Delaware! Yet that’s the coverage your ad- 


vertisement gets in the Nashville Banner and Nashville Ten- 


nessean ... 15,761 square miles of diversified industry and agri- 


culture in the center of the nation’s fastest growing market . - . 


the South. With the largest Retail Trading Zone circulation in 


Tennessee the Banner and the Tennessean offer you the only 


complete coverage of this great mid-Tennessee area and its 


920,663 people. 


Market that make advertising particularly profitable. 


like to tell you about them. May we? 


Nashville Banner. 


EVENING 


There are many facts about the Nashville 


We'd 


NASHVILLE TENNESSEAN 


MORNING 


NEWSPAPER PRINTING CORP., 


Agents e@ 


THE BRANHAM CO. 


SUNDAY 


National Representatives 


ELSIE DOES THINGS IN GREAT STYLE 


Here is Elsie in her boudoir at the New York fair, with Beulah, her offspring 


beside her. 


teners began to write in. They 
wanted to know more about the 
Borden cow. Elsie became a na- 


tionally known trade symbol and 
mcre and more consumer copy was 
keyed to the theme.” 


“Where were you at the time, 
Elsie?” 
“I was trying to do my chores, 


like any other decent farm girl, 
up in Massachusetts. But things 
weren't going any too well. Not 
even my best friend would tell me 
and I had to learn from an ad in 
the Bovine Bugle that I was suffer- 
ing from L. L.—you know, lacteal 
laziness. Thank goodness, I found 
out about it in time. Opportunity 
was knocking at my door.” 
“Opportunity? How come?” 
“Well, the New York World’s 
Fair was just around the corner and 
Borden’s discovered it needed a real 
cow to satisfy consumer curiosity 
abcut Elsie. I wouldn't want to be 
quoted on this, but I understand 


that cows from many udder sex 
of the country competed fo: 
job. I got it. And from then 
was easy.” 

“Tell me about some of 
experiences at the Fair, Elsie.” 


It Was so Exciting 


“Goodness me, I. don't 
where to begin. I had my cor 
out party at the Roosevelt Hot 
Manhattan. I did six turns a 
at the Borden Pavilion. They fj 
uy the darlingest boudoir for 
People came from all over just 
chat. And say, here’s one of 
things that just tickled my van 
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Advertising 5 Times 
Effective 


They Make Your National 


as 


—There’s_ 


ie 


an extra 


‘SALES WALLOP 
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2»eabody had gotten up a staff 
e cutest little girls you ever 
to help visitors through the 
its and answer questions 
milk costs, distribution, sani- 
» and all the rest of those 
it—I can’t help’ chuckling 
I think of it—instead of being 
ed under with scientific ques- 
the people wanted to know 
Elsie—where I came from, 
much milk I gave, how I liked 
» and so on. The poor girls 
flabbergasted and they had to 
ick to school all over again 
earn about me!” 
t’s see, now, Elsie. You took 
ck at Hollywood, didn’t you?” 
f course I did. Shouldn't every 
with my popularity? I had 
from Sam Goldwyn, the War- 
Brothers and all the others. 
s there’s always a place for a 
tiful lactress. But RKO’s offer 
ed best so I took it. It was 
isual celebrity business. Quite 
ig, I thought. Hollywood was 


tle too much for me so I came 


to the Fair after making only 
picture. The only redeeming 


feature of the trip was the blessed 


even 


oT 


he blessed event? I don’t quite 


follow you. Wasn’t Beulah played 


up 


as the first baby born at the 
Fair?” 


Just a Gag 


“Sure, but that was only a gag. 


In 


show business you've got to 


stand for lots of stuff like that. But 


\ take 
in 


ty Wha 


it from me, the calf was born 


Hollywood. She’s the cutest 
! little 
week .. 
ed ae 
ne Elsie 


thing — why, only last 


d love to hear about the baby, 
. but some other time, please. 
t about Elsie Enterprises?” 


the “Well, as soon as I became a 


ty celet 


M1 


al they 


verti 


rity and fan mail poured in, 


lots of manufacturers began to take 


Peabody aside and ask whether 
couldn't use Elsie in their ad- 
sing. After all, I had gone 


beyond the trademark stage. I was 
a national figure. 


1) 
al 


they 


wr 


he Borden people turned down 


such notions at first, but soon 


began to realize they had an 


asset they ought to exploit even 
further. So, we talked it over and 

» Enterprises is the result. 
We're going to control the use of 


name very carefully and only 


the best people will be allowed to 
get on the bandwagon. I can’t say 


“Have any licenses been issued?” 


10 

Elsie 
the 
I relish the idea too much. It’s a 
bit humiliating, you know, to think 
of a lot of brats chewing your head 
off, even if it is made of soap. But 
anything to keep peace in the fam- 
ily.” 

“Yes, a contract’s been signed 
with Lightfoot Schultz Company. 


STOCK PHOTOS 


ul 


KAUFMANN FABRY 


425 S. WABASH AVE. CHICAGO 


4K 


FOR PHOTO LIBRARY 
OF 2000 SUBJECTS 


They make soap novelties. A cou- 
ple of other deals have been closed, 
too, but I’ve been asked to keep 
mum for the time being.” 

“Meanwhile is Borden continuing 
to give you feature billing?” 

“Oh, yes. I appear on all display 
material. They’ve gotten up some 
awfully clever animated displays. 
That’s another thing that makes me 
wince sometimes, because the least 
those storekeepers can do is wash 
their windows so I can be seen. 
Of course, the big magazine cam- 
paign in color is moving right ahead. 
And, local Borden units—must be 
at least 50 of ‘em—are using news- 
paper copy on the Elsie theme. It's 
quite a busy life I’m leading.” 

“Are you getting a chance to re- 
lax, Elsie? I mean are you keeping 
pretty much to the old fireside?” 

“Oh dear, no. Once a_ trouper 
always a trouper. Right now I'm 
just resting up for another whirl of 
personal appearances. They've got 
me down for a midwestern tour in 
March and later I'll move north. 
The big show is the Canadian Na- 
tional Exposition in June.” 

As she finished the sentence the 
office door opened and a couple of 
uniformed page boys marched in 
carrying pails and a three-legged 
stool. Elsie scowled. 

“Fer goodness’ sake, boys, can’t 


25 
FIRST ELSIE COPY Map Ford Campaign in Predict Renewal Penn 
Magazines and Radio Cigaret, Liquor Taxes 

Copy in Country Gentleman, Legislat to extend Pennsvyl- 

Beare a Good Housekeeping, Ladies’ Home oP. <ameees anne ar ake 


BORDEN'S REQUIREMENTS Journal and Parents’ Magazine, 
paren Bh Og radio spots in key markets and 
direct maii to consumers, will be 
used by Luther Ford & Co., Min- 
neapolis, in 1941 promotion for 
Mrs. Stewart's bluing. 

Advertising will start in the 
March issue of Parents’ and will 
continue through the year. A home 
laundry guide will be featured as a with an estimated yield of $23.982.- 
gift to readers and listeners. Camp- 658 during the present biennium. 
bell-Mithun, Inc., Minneapolis, is He estimates that the 10 per cent 
the agency. liquor sales tax will produce $17,- 

260,000, compared with $14,743,054 


arets and liquor—which would 
expire May 31l—has been _intro- 
duced in the general assembly and 
is scheduled for passage. 

Governor Arthur James estimates 
that the cigaret sales tax, one cent 
on each 10 cigarets, will yield $24,- 
750,000 during the two-year fiscal 
period starting June 1, compared 


OUSLY... cow hens to prans seme prety stomata i during the current two-year period. 
See geereston tremmniotensy aoe McAllister to WGY g year | 
ot act a er ten — —E 
inapectory ond ve Kenneth McAllister, of General 
Lind tram wash Geotes Ornduaned Srapercten thn w mad Electric Company's publicity de- WRR Boosts Power 
partment, has been made director Completed plans and _ specifica- 
of sales promotion activities for tions for a new transmitter building 


WGY, Schenectady, N. Y for station WRR, Dallas, on city 

—__—_—— park property has been submitted 

to the city council. The station’s 

Ralph Stoddard to KSFO power will be stepped up from 500 
Ralph Stoddard, who had been to 5,000 watts. 

with the San Francisco office of 

McCann-Erickson for five years, 


This is — — Elsie ?< A ke caren thas joined the sales staff of KSFO, | The Outstanding Polish Radio Program 
ee oy a San Francisco. in Buffalo and Western New York 
you see I’m busy,” she protested “Bulletin” to Ayer POLISH VARIETIES PROGRAM 
+ Bec po ae me rey The Philadelphia Evening Bulle- wrathens =e er ee 
Udders is udders. tin has appointed N. W. Ayer & Polish Broadcasting Bureau 
The lacteal lulu sighed a sigh of Son, Philadelphia, to direct its ad- 154 Fillmore Ave.. Butialo. N. Y. 
resignation. I bowed my way out. vertising account. 


RESEARCH DIRE 


“Every test shows this 


copy gets high 
attention! “ 


Perhaps prospects don’t know 
where to buy your clients’ products 


CTOR: 


MEDIA DIRECTOR: 


“This schedule provides 
complete coverage of 


our market.” 
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ACCOUNT EXECUTIVE: 


“Then why doesn’t this sales 
chart show better results? “’ 


Many advertising programs for products with selective distribution lose 


eee 4 > °« , . > . ; a 
_ their pulling power because they neglect to tell interested prospects where P 

CLASSIFIED TELEPHONE DIRECTORY __ to buy the advertised product or service in their community. 

| Oil Bi Here’s the economical way to give prospects this information: Feature 

| Oil Burners—(Cont’d) your client’s trade mark or brand name in the Classified Section (in the 
-_ BURNERS = back) of Telephone Directories. Identify authorized outlets in each com- 
bb3 ‘ munity under it. (See example at left.) Thus prospects are directed straight 
’ “ . . . 
737 = to the point of sale. There is less chance of substitution and consequently 
y127 c the advertising produces more results. 
3319 a _ , . ° oge 
11S} . Insure your advertising by including this Dealer Identifica- 
9518 P tion Service in your campaigns. A representative from the local 
4399 “WHERE TO BUY IT” : ; y : I 8 | 
9366 ‘ telephone business office will show you how—call him today. 
7488 DISTRIBUTOR i244 . 
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Maland Named 
WHO Head 


J. O. Maland, formerly  vice- 
president and general manager, has 
been elected president of WHO 


Radio Enterprises, Inc., Des Moines. 
Woody Woods, Des Moines, was 
named vice-president and manager. 
These directors, B. J. Palmer, D. D. 
Palmer and William M. Brandon, 
all of Davenport, were re-elected. 


Garfinkel Gets Miway 

Sidney Garfinkel Advertising 
Agency, San Francisco, has been 
named to handle advertising for 
Miway Corporation of America, a 
newly organized industrial loan 
company. 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


through its coverage of wholesalers and re- 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farmer 
and suburbanite customers. 


analysis of this 
as it applies to your business. 


We will gladly give you an 
field 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, Ill. 


Inland Delays 
Final Action on 
Rate Differential 


15-Point Program Is 
Completed for Action 
by Newspapers 


Chicago, Feb. 19.—The differen- 
tial between local and _ national 
newspaper rates, a point of con- 
troversy between agencies and 
newspapers for many years, con- 
tinues in that status as far as the 


Inland Daily Press Association is | 


concerned, although the Inland- 


| Agency 15-point program, just con- 


cluded, makes a gesture at a cost 
study to solve the dispute. 
|program, which was_ thoroughly 
aired at the annual meeting which 
wound up here today, will receive 
\further attention 
May meeting. 
Here’s the proposition the Inland- 


Agency group has offered for dis- | 


| cussion: 
| “Costs should be the important 
}element in determining differential 


| Decatur, IIL, 


The | 


at the Inland’s | 


between local and national rates. 

“Continuing studies show that the 
spread between local and national 
rates is still widening despite rec- 
ognized dangers inherent in exces- 
sive differentials. 

“As a step in the solution of this 
problem we suggest that cost ac- 
counting methods be applied to de- 
termine the relative cost of han- 
dling local and national advertising. 

“Such costs should be helpful in 
establishing the proper relationship 
between local and national rates.” 


Doubts Solution 


But when Fred W. Schaub, busi- 
ness manager, Herald - Review, 
newly-elected presi- 
dent of Inland, and a member of 
the Inland-Agency group, reported 
to Inland the newspapers’ slant on 
the problem he expressed the opin- 
ion that the desire for a cost study 
is just Wishful thinking, 
wouldn't solve the problem if a cost 
study would or could be made and 
that, anyway, the matter is right 


that it} 


| back with the agencies since they | 


brought it up. 

“I don’t believe they have made 
}a point,” said Mr. Schaub. “Their 
| statistics in the first place are based 
on a study of newspapers with cir- 
|culations over 100,000.” 
cluded with the observation that if 


He con- | 


there is any serious differential it | 
| ing. 
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THE HOUSTON CHRONICLE 


a ULL Newspaper in 
a WINING City 


HEN A NEWSPAPER’S outstanding 
leadership in circulation, advertising 


and reader response over 


figures are from 
the other 


newspapers in its city is established for over 


a quarter century, 
ning newspaper. 


As a newspaper serves its readers, so it 


serves its advertisers. That's why 


ton Chronicle again made a splendid record 
of leadership in advertising volume in 1940. 


Last year The Houston Chronicle published 


14,697,306 lines of advertising. 
47% 


Last year The Houston Chronicle gained 


1,046,146 lines of advertising. 


approximately twice the gain of the second 


Houston newspaper and over 16 


that newspaper is a win- 
Such a newspaper is The 
Houston Chronicle, which for 28 consecutive 
years has been Houston's leading newspaper. 


more than the second Houston news- 
paper published and 146% more than the 
third Houston newspaper published. 


large city in the 


gain of the third Houston newspaper. 


1940, by increasing its population 32 
even with this amazing growth, The Houston 


These 


Media Records, Inc. Ameri- 


can Weekly Magazine linage excluded. 


Houston became the second fastest growing 


United States, from 1930 to 
But 


Chronicle grew more than twice as fast as 


Houston. 
The Hous- 


This was 


* * * 


This was 


R. W. McCarthy 


times the 


Notional Advertising Monoger 


The Houston Chronicle’s 69% in- 
crease in daily city circulation, during the past 
ten years, more than doubled Houston’s 32% 
population increase. 


The Houston Chronicle ALONE is all you 
need to sell Houston—largest city in Texas, 
richest market in the South and second fast- 
est growing large city in the United States. 


* * * * * * 


THE HOUSTON CHRONICLE 


Largest Daily Newspaper in Texas — Morning or Evening 


The Branham Company 
Notiono!l Representotives 


WHEELHORSES 


Playing major roles in the Inland Daily 
Press Association meetings at Chicago 
were F. E. Westcott, Post-Tribune, Gary, 


Ind.: F. Ward Just, News-Sun, Wauke- 
gan, Ill., and Paul L. Gorham, Illinois 
Daily Newspaper Markets. 


is probably in connection with in- 
dividual newspapers and not gener- 
ally true. 

In his point-by-point discussion 
of the problem Mr. Schaub observed 
that the difficulty is one of deter- 
mining a basis for such a study. 
The agencies point out, he said, that 
there usually is no cost of composi- 
tion for national advertising since 


plates are used. On the other hand | 


Mr. Schaub noted that there is con- 
siderable merchandising service in 
connection with national advertis- 


He pointed out that there is room 
for considerable argument in the 
matter of allocating expenses in a 
cost study of this type and he 
doubted if even a group of news- 
papers could agree on the proper 
procedure. “Just suppose some 
basis for study were established for 
allocating costs of local and national 
advertising,” he went on. The first 
and major obstacle would be the 
simple fact that most newspapers 
have no cost records which would 
be useful to such a study and, he 
added, “that’s no criticism of news- 
papers.” 

In completing the 15-point pro- 
gram which has been in process of 
development for several years un- 
der the direction of F. Ward Just, 
business manager, News-Sun, Wau- 
kegan, Ill., and Otto R. Stadelman, 


Needham, Louis & Brorby, Chicago, | 


February 24, 194) 
the Inland-Agency group addeq 


these final points: 

1. That studies of trading 
be based on corporate city, met 
politan district 


Cas 


ro. 


(if defined by the 
census), and additional counties 
listed in ABC reports sh ing 


ratios of circulations to familis 


2. That newspaper circulations 
e presented graphically in 4; 
areas defined in 1. 

3. Standardization of minimum 
depth requirements. 

4. Standardize run - of - } per 


color advertising. 

Mr. Schaub also discuss: a 
standard newspaper invoice, ep. 
dorsed by the American Associ: ‘ion 


of Advertising Agencies, samp of 
which were distributed to In ing 
members. His report included jis. 
cussions with Four A's Official: re. 
garding the proposed form. 


Sees Good Business Ahead 
Mr. Just called upon Paul L. ‘ ‘or. 


ham, Illinois Daily Newsp per 
Markets, to give observations op 
the national advertising pic ure 


following a trip through the last, 
Mr. Gorham was, in general, « pti- 
mistic as to the future, noting ‘hat 


national advertisers are takin: a 
longer view in their advertising 
commitments. , 

Defense activities have cast a 


rosy light on the future even as far 
ahead as 1943, Mr. Gorham noted. 
He urged that newspapers drama- 
tize their presentations. He urged 
Inland newspapers to get their 
houses in order for the expansion 
which already is spreading west- 
ward from the East. 

Considerable difference of opinion 
among newspapers as to action on 
local-retail advertising was noted 


by A. M. Clapp, manager, the 
Daily Herald, Clinton, Ia. In a sur- 
vey Mr. Clapp found newspaper 


executives optimistic, 
increases, opposing 


favoring rate 
rate increases, 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 


THE LETTER SHOP, Inc. 


440 8S. Dearborn St. Wabash 8655 
CHICAGO 
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He ry C. Jann, Noee, Rothenburg & 
Jaro, Chicago, newspaper representa- 
tive E. P. Adler, publisher, Times and 
Democrat, Davenport, la., and Leland 
Turnbull, Democrat, Davenport, la., 

at the Inland meeting. 


Fred W. Schaub, Herald & Review, 
Decatur, Ill, new Inland president, is 
shown here flanked by Edward Lindsay, 
Decatur Herald & Review, left, and A. 
O. Lindsay, Herald-Whig, Quincy, Ill. 


C. C. Marquis, right, Pantagraph, Bloom- 

ington, Ill, is one of the founders of the 

Inland Daily Press Association, shown 

here with Loring C. Merwin, publisher 
of the Pantagraph. 


Clinton F. Karstaedt, co-publisher, News, 

Beloit, Wis., who became chairman of 

the Inland board on his retirement as 
president at the annual meeting. 


FOR PRINTING PLATES OF STERLING QUALITY 


STERLING 
ENGRAVING — 


PHOTO-ENGRAVING IN COLOR PROCESS, 
BLACK AND WHITE, BEN DAY, LINE 


ee 
TIC 4-COLOR PROOFING PRESSES 


DAY AND NIGHT SERVICE 


44 E 45TH STREET, NEW YORK, N.Y. 


favoring cancellation clauses in 
contracts, opposing cancellation 


clauses in contracts, and some, gen- 
erally humorous, forecast the ap- 
proach of socialism which would 
change the whole picture. 


Officers Elected 


Besides the election of Mr. 
Schaub as president to succeed 
Clinton F. Karstaedt, co-publisher, 
Daily News, Beloit, Wis., John W. 
Potter, editor, Daily Argus, Rock 
Island, Ill., was elected vice-presi- 
dent and John L. Meyer was re- 
elected by the board of directors as 
secretary-treasurer for the 10th 
annual term. William F. Canfield 
will continue as the association's 
member services manager. 

Mr. Karstaedt was elected a di- 
rector for one year and made chair- 


man of the board. Those elected 
for three-year terms are: W. A. 
Bailey, manager, Kansan, Kansas 
City, Kans.; L. Mitchell White, 


publisher, Ledger, Mexico, Mo., and 
Gardner J. Thomas, business man- 
ager, Chronicle and Ledger-Tri- 


bune, Marion, Ind. Mr. Schaub 
was made vice-chairman of the 
board and Mr. White secretary. 
Holdover directors are: L. S. 
Whitcomb, manager, Daily Tribune, 
Albert Lea, Minn.; C. R. Rabedeaux, 
publisher, Journal, Muscatine, lIa.; 
J. V. Bunker, manager, Daily Tri- 
bune-Republican, Greeley, Colo., 
and A. C. Hudnutt, publisher, Daily 
Chronicle-Telegram, Elyria, O. 


Wine Use Hits Peak 

American consumption of Cali- 
fornia wines hit a new peak during 
1940, according to the Wine Insti- 
tute. Consumption during the year 
totaled 75,717,206 gallons, an in- 
crease of 17.2 per cent over the 
1939 total. 


R. & R. Gets Cigar 

Roberts & Reimers, Inc., New 
York, has been appointed to handle 
advertising for Webster - Eisenlohr 
Smokers. The product is to be pro- 
moted as the first nationally-dis- 
tributed five-cent cigar with 100 
per cent long Havana filler. News- 
papers and radio will be used. 


Annual Awards 
Given Inland 
Newspapers 


Chicago, Feb. 19. 
given daily 


Trophies were 
newspapers in four 
classes in the Inland Daily Press 
Association’s second annual typo- 
graphic contest, sponsored by Sigma 
Delta Chi, professional journalistic 
fraternity, and the Medill School of 
Journalism, Northwestern Univer- 
sity, here today. Certificates were 
awarded others in each class. 

Class A winners, newspapers with 
circulations up to 5,000, were: Daily 
Herald, Carroll, Ia.; Daily News, 
Midland, Mich., and Breeze-Courier, 
Taylorville, Ill. Honorable men- 
tion: Capital, Sedalia, Mo., and 
Camera, Boulder, Colo. 

Class B winners, newspapers with 


circulations from 5,000 to 10,000, 
were: Post-Register, Idaho Falls, 
Ida.; News, Iron Mountain, Mich.; 


Daily Tribune, Hastings, Neb. Hon- 
orable mention: Daily Mining Jour- 


nal, Marquette, Mich 
Chillicothe, O. 

Class C winners, 10,000-25,000 
circulation, were: Post - Crescent, 
Appleton, Wis.; Evening News, Ke- 
nosha, Wis.; Palladium Item, Rich- 
mond, Ind. Honorable mention: 
Sun-Democrat, Paducah, Ky., and 
Post-Bulletin, Rochester, Minn. 

Class D winners, over 25,000 cir- 
culation, were: Review, Decatur, 
Ill.; Pantagraph, Bloomington, IIl1.; 
Illinois State Journal, Springfield, 
Ill. Honorable mention: Journal, 
Flint, Mich. 

The judges were Douglas C. Mc- 
Murtrie, Ludlow Typograph Com- 
pany; E. Willis Jones, vice-presi- 
dent, Kling & Associates, Chicago; 
and Charles L. Allen, editor, Na- 
tional Publisher, Chicago, and 
assistant dean of the Medill School 
of Journalism. 


, and Gazette, 


Hotels Pick Flournoy 

Lev Flournoy has been named to 
direct advertising and publicity of 
the Commodore Perry and Williard 
hotels in Toledo, Ohio. 


Is there 
‘another woman’ 
in your life? 


‘ ) Fk COURSE there is. 


She’s the one with the pencil and pad who sits 


by your elbow every now and then. She's the 


young lady who takes your calls, doles out the 


aspirin on occasions, and blocks out your would- 


be tacklers whenever the going gets rough. 


Come to think of it. you probably spend as 


much time in her company as you do with the 


folks at home! 


All of which...if youre the kind of a man 


we think you are...serves to show what a big, 


dramatic part of your life your business really is. 


its Major Item. number one. 


So, it isn’t at all surprising that the magazine 


ot 


_pbwwscnelse 


ACTIVE MANAGEMENT 


closest to the news of business is Major Reading. 
number one. for men of Management. 

Far from faney, that fact has been borne out 
by nearly every independent study ever made 
among these men. Consistently, Business Week 
rates with, or above, magazines of seven, ten. 
and twenty times its circulation size. 


Consistently. too. it holds top rank in still 


another column. 


Advertising-wise. it’s 


pages of advertising directed to Management than 
any other magazine of any kind! 
And in January, the men of advertising in- 


creased their investment in these pages by twenty- 


five percent over the figure for a year ago! 


MAGAZI 


entrusted 


with more 
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Changes on Macon Paper 

Tom Buckley, formerly advertis- 
ing manager of the Times, Milledge- 
ville, Ga., has joined the advertis- 
ing staff of the Macon Telegraph- 
News. He succeeds Russell Read, 
Sr., who resigned to become adver- 
tising manager of the Valdosta 
Times. Charles Reynolds, formerly 
publisher of the News-Reporter, 
Washington, Ga., has succeeded T. 
L. Wood as advertising solicitor of 
the Macon Telegraph-News, and 
Theodore Elliott, formerly a_ part- 
ner in the Perkins-Elliott Advertis- 
ing Agency, Macon, has taken over 
the art, copy and promotion depart- 
ment of the Macon paper. 


Y.M.C.A. Sales Conference 


The School of Commerce of the 
Central Y.M.C.A. College, Chicago, 
has announced a_ conference on 
“How to Secure Better Sales Re- 
sults with Effective Sales Control,” 
to be held on six consecutive Mon- 
day evenings up to March 31. 


Leader is Arthur C. Weick, presi- | 


dent of Arthur C. Weick Company. 


When You Heed at 
$e 


we ERIN 


Map Kelvinator 
Electric Range 
Sales Program 


Detroit, Feb. 20.—The 1941 Kelvi- 
nator electric range selling pro- 
gram will embrace a plan patterned 
in. many phases after the 1940 
Kelvinator electric refrigerator 
manufacturing and selling program, 
it was revealed here this week. 

Frank R. Pierce, general sales 
manager of the Kelvinator Division 
of Nash - Kelvinator Corporation, 
said the program features prices $20 
to $30 lower than last year, a 
simplified line concentrated in three 
models, and a new type of selling 
tool called the “Salesmaster.” He 
said lower prices, a telescoped line 
and new selling methods were in- 


tegral parts of Kelvinator’s highly | 


successful 1940 electric refrigerator 
program. 

The three new ranges are priced 
at $99.95, $139.95 and $169.95, de- 
livered in the kitchen anywhere 
east of the Rockies. All three 
models boast of a common group 
of basic convenience and construc- 
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tion features that can be used in 
selling the entire line. The two 
higher priced models are said to in- 
clude many extra convenience fea- 
tures which immediately justify 
them. Optional equipment is avail- 
able on the two lower priced units, 
which provide dealers with a logical 
step-up story for in-between prices. 

A completely new selling tool is 
offered salesmen by Kelvinator in 
the ‘“Salesmaster.” Measuring 15 
by 18 inches, the presentation gives 
what Kelvinator believes to be the 
most elaborate and thorough sales 
help ever offered on electric ranges. 
Showing “What Happens When a 
Kelvinator Electric Range Comes 
Into Your Home,” the Salesmaster 
first sells the advantage of electric 
cooking and then sells the Kelvi- 


nator as the finest of electric ranges. 


The presentation, in four colors, 
contains 99 pages and is designed to 
fill the gap between the salesman 
and his prospect. Salesmen are 
urged to use it on every call and 
in every sales talk. 


To “Wall Street Journal” 


Joseph K. Ennis, with the New 
York Journal of Commerce for the 
past 18 years, has joined the adver- 
tising sales staff of the Wall Street 
Journal. He will specialize in in- 
surance advertising. 


*12 Mos. 1940 Medio Records, Inc. 


THE PITTSBURGH SUN-TELEGRAPH IS REPRESENTED NATIONALLY BY THE RODNEY E. BOONE ORGANIZATION 
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LONGEST SHOW 


The second anniversary of the 920 Club 
on WORL, Boston, conceded to be the 
longest single daytime show in the coun- 
try—running an average of 8 hours daily 
and often going to 10 hours—was cele- 
brated with special notation of the pro- 
gram by Gov. Leverett Saltonstall. Here 
the governor (left) is shown congratu- 
lating George Lasker, general manager 
of WORL, on the event. 


Set Posture Week for May 


S. H. Camp & Co., Jackson, Mich., 
has set May 5-10 for observance of 
Camp National Posture Week, with 
leading stores throughout the coun- 
try planning to take part. The event 
will be backed up by advertising in 
Life, newspapers and medical jour- 


nals, and with school activities. 
Frank Kaufman is advertising di- 
rector. Grey Advertising Agency 


has the account. 


Revives Cedar Chest 


The Lane Company, Inc., Alta- 
vista, Va., will “bring back” the old 
red cedar chest in a special national 
advertising drive in April. The 
campaign will emphasize the claim 
that cedar chests, properly con- 
structed, are still the best protection 
against moths. Henri, Hurst & Mc- 
Donald, Inc., Chicago, handles the 
eccount. 


Hall Appoints Davenport 


The Melvin F. Hall Advertising 
Agency, Inc., Buffalo, has appointed 
Ernest Davenport as art director. 


‘Stage’ Fails in 
Comeback Effort: 
Dies Second Time 


New York, Feb. 18.—The att npt 
to revive Stage as a new magizine 
for the theater and allied entertain. 
ment field ended in failure this 
week, when it was learned thai the 
February issue now on sale wi'! be 
the last. 

The old Stage went bank upt 
more than a year ago. A jew 
group headed by Alexander | c¢. 


former Hungarian  publishe nd 
producer, brought out the ey 
Stage last November, featuri: 4 
new editorial policy. 


Circulation reached the 65 j09 
guaranteed to advertisers, but ad- 
vertising support was insufficier t 
permit continued publication. 


Bill Would Restrict 
N. Y. Financial Copy 


Two changes affecting finan. ja] 
advertising have been introduce: in 
the New York legislature by Se ia- 
tor Pliny Williamson of Scarsd ile 

One would compel industria] 
banks to include a clear. expla:a- 
tion of interest rates or charges in 
all advertising of statements on 
rates, terms and_ conditions 1 
loans. The second measure would 
prohibit advertising to encou: 
what Williamson considers need!css 
borrowing in extending consumer 
credit. 


WTRY Joins NBC Blue 


Station WTRY, Troy, N. Y., re- 
cently authorized by the Federal 
Communications Commission to op- 
erate full time, will become the 
capital outlet of the basic Blue net- 
work of National Broadcasting 
Company, effective March 16 
WTRY replaces Station WABY, 
Albany. 


with 


THE HOTEL MONTHLY 


Vember ABC and A 
Published by JOHN WILLY, Inc. CHICAGO 
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START AGENCY 


Allen Thrasher 
and Royal W. Ryan, president of Ryan 
and Thrasher, Inc., new agency. 


(left), 


vice-president, 


Roval W. Ryan and Allen 
Thrasher, vice - president and ac- 
cou executive, respectively, of 
Swatford and Koehl, Inc., Cincinnati, 
al resigned to form their own 
agency, Ryan and Thrasher, Inc. 
The new agency will begin opera- 
tions March 1, with offices in the 
Mercantile Library’ bldg., Cin- 
cinnatl. 


Mr. Ryan worked on Cincinnati 
and Cleveland newspapers until 
1932, when he went to New York 
as publicity director for Ralph Hitz 


and National Hotel Management, 
Inc. He entered the advertising 
business two years ago. Mr. 


Thrasher was assistant to Mr. Ryan 
while the latter was sales and ad- 
vertising director of the Netherland 
aza hotel, and continued in the 
hotel business before joining Swaf- 
ford and Koehl. 


Oklahoma Lawmakers 


Outlaw “Loss Leaders” 
The Oklahoma brushed 
aside charges fixing and 
increased costs to consumers in 
passing a bill to stop the sale of 
“loss leader” articles in retail stores. 


senate 
of price 


The measure was amended to 
permit inclusion of state and fed- 
eral taxes before retailers figure 
the six per cent above cost to be 


charged for any article. Wholesal- 
ers would be permitted a markup 
of only two per cent. The bill was 
sent back to the house for approval 
of minor amendments and, if finally 
passed, is destined for signature by 
Governor Phillips. 


Safeway Stores 


Rub Elbows with 
Eastern Markets 


|spicuous by 


San Francisco, Feb. 19.—Whether 
or not the giant Safeway Stores 
chain has serious intentions of in- 
vading the Northeastern 
where it has heretofore been con- 
its absence, remained 
a moot question here this week as 
Safeway Officials refused to specu- 


states, 


late on the possibilities. 


Baumgardner A.H.G. Head 


F. H. Baumgardner, formerly 
stant sales manager of the con- 
tainer division, has been appointed 
manager of the Chicago office of 
the Anchor-Hocking Glass Corpora- 


tion, Lancaster, O. He succeeds 
G. J. Graham, who was transferred 
to Lancaster headquarters. E. Wells 
has been named assistant. sales 


manager. 


Webber Sales Supervisor 
Charles M. Webber, 
with the Michigan 
Commission and state promotion 
director for the Brown-Forman 
Distilling Company, has been named 
sales supervisor for Gooderham & 
Worts in Michigan. 


formerly 
Liquor Control 


Lauer Takes New Post 
A. L. 


yeal 


Lauer, for the past seven 
assistant sales manager of 
Sterling Brewers, Inc., Evansville, 
Ind., has been appointed manager 
f advertising and sales. 


Right into ONE PROSPECT'S 
home, if you invest it in News- 
color advertising. For only a 
Penry each (in lots of 100,000 
Copies or more) we'll furnish 
a large, full color consumer ad- 


Yert.sing broadside. Price in- 
Cludes art, engravings, com- 
Position, printing. Send for 


tamy les. 


SPPING NEWS 
“Division CLEVELAND 


The Safeway name first made its 
appearance over chain grocery 
stores on the Eastern seaboard a 
week or so ago when the 275 stores 
in the Sanitary chain, operating in 
Virginia, Maryland and Washing- 


ton, D. C., hauled down their Sani- 
tary signs and hoisted Safeway 
signs in their places. 

Sanitary has long been a Safeway 
subsidiary, so that in this case the 
change in name was no more than 
that, and Safeway officials insisted 
that the change was merely a con- 
tinuation of the integration policy 
in effect since 1915, when at various 


times stores labeled Scags, Mac- 
Marr, Piggly Wiggly, Pay ’"N Take 


It, and Palm, have been completely 
integrated, including their names, 
in the Safeway set-up. 

Safeway covers the Western 
states like the proverbial blanket, 
and has good representation in the 
more westerly Midwest states, and 
now inthe South Atlantic states, but 
the name has never been used in 


the industrial centers of the North- 
east. The chain currently operates 
2,521 stores and did a business of 
$391,000,000 in 1940. 
To Jasper, Lynch 
Liberty Cutlery Company, 
York, has appointed Jasper, Lynch 
& Fishel, New York, to direct ad- 
vertising of its precision steel scis- 
sors. A campaign in direct mail 
and business papers will be fol- 
lowed by consumer advertising and 
cooperative newspaper advertising 
with department stores, 


New 


Nodiz Names Frankel-Rose 
Frankel-Rose Company, Chicago, 
has been appointed to handle adver- 


tising for Nodiz Drug Company, 
Chicago, maker of proprietary 


medicines. 


Thompson Joins NBC Blue 


Jesse Thompson has been added 
to the NBC Blue Network promo- 
tion department. He entered the 
agency field in San Francisco with 
Emil Brisacher & Staff, later joined 
Kenyon & Eckhardt, Inc., New York, 
headed the Associated Advertisers 
in Shanghai, and went with Wales 
Advertising Company for a_ short 
while after returning to New York 
in 1937. 


PROCESS CORP. 


\\ 200 Hudson Street, N.¥.¢ 


Write for sample folder 


wHo ARE THE COPY 


The Number One mystery of the advertising busi- 


ness is The COPYCHASERS! 


Their “O.K. as Inserted” 


feature appears regularly in INDUSTRIAL MARKET- 
ING, but nobody has ever seen or identified them! 
They've even appeared at NIAA conventions and de- 
livered their comments over the public address system 
—and still they remain shrouded in mystery! 


What's it all about? Just this—The COPYCHASERS 
publish the most stimulating, scintillating, irritating. 
titillating comments on copy appearing in any adver- 


tising publication on earth! 


Unrestrained by the editor 


and untrammeled in their methods, they apply the 
fundamentals of good advertising relentlessly to the 
study of copy of interest to the readers of this magazine 
on selling and advertising to business and industry. 


How do they get that way? Haven't they a lot of 
nerve to take picks on the work of the greatest adver- 
tisers and agencies in the country? Who do they think 
they are, anyway? Well, some of the readers of IN- 


INDUSTRIAL 


—THE "X-RAY" PICTURING BEHIND-THE- 
SCENE STORIES OF THE ADVERTISING AND 
MERCHANDISING STRATEGIES OF "BIG" 
FOLLOW THE TRENDS OF 
AMERICAN INDUSTRY BY READING THIS 
MODERN BUSINESS SERVICE! 


BUSINESS. 


A YEAR. 


MARKETING 


ONLY $2.00 


DUSTRIAL MARKETING used to beef about The COPY- 
CHASERS—but, today, everybody acknowledges that 
they have been the healthiest and most beneficial 
influence on copy that has ever appeared on the adver- 
tising scene. Advertising has improved as the result of 
their frank exploration of the best way to tell a factual, 
honest, sincere story the way you and I! and the other 
fellow agree it should be told—but the way it often 


isn't told, as we also agree. 


Maybe your copy is already perfect. Maybe it 
would rate 100 per cent in The COPYCHASERS’ book. 
Maybe you couldn't learn a thing from their frank and 


sometimes ruthless analysis of your pet ads. 


But, if 


you don’t think so, you'd get a big kick—and a big lift 
—from seeing their stuff every month in INDUSTRIAL 


MARKETING! 


If you'd like to get acquainted with 


these very real but completely unknown critics of ad- 
vertising, The COPYCHASERS—just sign that little 


coupon down there in the corner. 


INDUSTRIAL MARKETING 


100 E. Ohio Street 
Chicago, Illinois 


Enter my subscription to INDUSTRIAL MARKETING for one 


year ($2) 
check in full payment. 


Name 
Company 
Address 


City & State 


; or two years ($3) ‘ 


I enclose my 


Title 
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Railroad to Start 
Official Magazine 

New York, Ontario & Western 
Railway, New York, will begin 
publication in April of “Ontario & 
Western Observer” as official maga- 
zine of the railroad. Closing date 
for advertising in the first issue is 
March 10. The circulation guaran- 
tee will be 10,000 a month. 

The magazine will stress travel 
information. About two-thirds of 
the editorial content will be slanted 
toward the traveling public, and the 
rest toward the line’s 2,700 em- 
ployes. Walter T. Thorpe is editor 
and publisher. Headquarters are at 
330 W. 42nd street, New York. 


Compton Adds Watson 


Janet Watson, formerly with 
Lennen & Mitchell, New York, has 
joined the radio department of 
Compton Advertising, New York, as 
a copywriter. Jack Cole, copywriter, 
has been appointed copy supervisor 
of the agency. 


The Spring check-up issue of The 
SUPER SERVICE STATION covers the 
retailers who'll do the lion’s share 
of the Spring check-up business with 


car owners. First forms close 


March 15. 


THE IRVING-CLOUD PUBLISHING CO. 


Chicago, III. 


Tribune Tower 


Munro Released 
After 8 Days in 
N. Y. County Jail 


New York, Feb. 20.— David A. 
Munro, publisher of “Space & Time,” 
was freed last night after eight days 


in the county jail here in connec- | 
libel suits pending | 


tion with four 
against him. Three plaintiffs, Henry 
P. Bristol, Lee H. Bristol and I. W. 
Digges, are suing for $72,000 dam- 
ages. 


‘Court Justice Bernard L. Shientag 
|today that commitment of the de- 


is expected to institute a suit for 
false arrest against Mr. Digges. 
Hinges on Matthews Report 


The case arose out of publication 
in “Space & Time” last fall of a re- 


port that Henry Bristol had “con- | 


spired to overthrow” the govern- 
ment in a “fascist conspiracy.’ The 
charge was made in connection with 
a meeting which allegedly paved the 
way for the submission of a report 
to the Dies committee by J. B. Mat- 


ages. Mr. Digges 
Henry Bristol in the first action, and 
his associate, Gilbert A. Weil, is 
| the attorney of record for the other 
| three. 

| Court proceedings on 
|case are slated to get under way 
| March 17. 


Mullen Vice-President of 
Holden, Graham & Clark 


Frank J. Mul- 
len has been 
elected to the 
vice - presidency 
of Holden, Gra- 
ham & Clark, 


Mr. Munro’s release was obtained | 


Inc., Detroit ad- 
vertising agency. 


Mr. Mullen 
by his attorney, Peter S. George, was associated | 
on a point of law. Imprisonment | with the Detroit 
last week followed submission by | office of the Cur- 
Mr. Digges, counsel for the Bristols, a . Publishing 

- ; . jeg ompany for 
of an affidavit which claimed jailing half a dozen 
|was necessary to prevent Munro Frank J. Mullen years, and more 
from leaving the court’s jurisdic- recently was 
| tion. with the late Theodore F. McManus. 

Mr. George convinced Supreme samen - 


Toy Group Plans 
Consumer Drive 


\fendant was illegal. In view of ; ; 
| Justice Shientag’s reversal of his After 20 years, during which its 
‘previous arrest order, Mr. Munro promotion has been limited to the 


trade, Toy Manufacturers Associa- 
tion, New York, is planning a con- 
sumer advertising program. L. W. 
Ramsey Company, Chicago, has 
been appointed to handle the ac- 
count. 


be revealed until the Toy 


York March 10. 


| 
| 
| 


| Naylor Joins Volupte 
| Catherine Naylor, formerly with 
Irwin Vladimir & Co., New York, 


ithews on activities of consumer has joined Volupte, Inc., New York, 
groups. Se ——— = —_ 

A suit asking $12,000 damages Shes eae” eo - arm 
‘was filed last November by Mr. |" a 


Digges in behalf of Henry Bristol. 
| When Mr. Munro commented fur- 
ither on the alleged meeting in a 


‘subsequent issue, mentioning also lerme newamaper space  supgle- 
| Lee Bristol and Mr. Digges, three mented by spot radio in Louisville, 
‘other libel actions were started. 


| Each plaintiff seeks $20,000 dam- 


Jewel Tea Starts Drive 


| Ky. 
is the agency. 


is representing | 


the first | 


Details of the program will not | 
Fair | 
begins a three-week stand in New | 


Jewel Tea Company, Barrington, 
Ill., has launched a campaign using | 


Schwab & Beatty, New York, | 


STATION KTSA SAN ANTONIO 


ANNOUNCES THE APPOINTMENT OF 


JOWN BLAIR & COMPANY 


AS NATIONAL REPRESENTATIVES 


EFFECTIVE MARCH 1, 1941 


With 5000-1000 watts power at 550 KC. . 


: with an 


outstanding record for local showmanship, plus a strong 


S¢ hedule of Columbia features 


.. KTSA is the top 


radio-buy, dollar for dollar, in the rapidly growing San 


Antonio market. For further details, consult the nearest 


John Blair office: 


CHICAGO 


THE VALUE 
OF INFORMATION 
IS MEASURED BY ITS 
RELIABILITY / 


NEW YORK 
341 Madison Ave. 
Murray Hill 9-6084 


DETROIT 
New Center Bidg. 
Madison 7889 


ST. LOUIS 
349 Paul Brown Bidg. 
Chestnut 5688 


520 N. Michigan Ave 
SUPerior 8659 


LOS ANGELES 
Chamber of Comm. Bldg. 
Prospect 3584 


SAN FRANCISCO 
608 Russ Building 
Douglas 3188 


Getting Personal 7 


R. C. Hull, a.m., Loose-Wiles Biscuit Co., made one of his infrequent 
speaking appearances to tell the weekly gathering in Gotham of the 
Associated Printing Salesmen all about the planning and preparati 
of direct advertising material for Sunshine biscuits. . . 

Francis Marquis, president of Hicks A. A., writes song lyrics in } 
off moments. He collaborated with band leader Al Kavelin on “Kic 
onga.” It’s BMI, of course. Marquis will be happy if it does as we 
as Kavelin’s current “Hit Parade” tune, “I Give You My Word.” . . 

Chester F. Smith, who was recently promoted to president of Sta 
dard Oil Company of New Jersey, has made the public prints aga 
by announcing the engagement of daughter Barbara Jane. The pri 
pective bridegroom is none other than James P. Whitlock, one 
BBDO’s bright young men. No, BBDO has no part of the Es 
account. . . 


SHERLOCK HOLMES DELVES INTO MYSTERY 


A gripping scene from “The Mystery of the Vanished Crackle,’ amazing detective 
play put on before the Loose-Wiles sales force of metropolitan New York this 
month to dramatize a new Sunshine cracker advertising campaign in the New 


York area featuring cracker crispness. All of the assembled salesmen were 

togged out in false mustaches and Sherlock Holmes caps. In this amazing scene 

Gene Flack, Loose-Wiles trade relations counsel, and Roy Taff of the advertising 

department (doing the heavy work in the center) help two professional actors 
put pep into the performance. 


Robert E. Novak, of Young & Rubicam’s radio production staff, is 
honeymooning with the former Elaine Felser, who is better known by 
her stage name, Elaine Adams. . . Wedding bells are also slated to 
toll for R. W. Hopkins, of Cecil & .Presbrey. . . 

Although guiltless of crime, two members of the staff of Station 
WSB, Atlanta, went to the federal penitentiary recently. Elmo Ellis, 
director of public relations, and Marcus Bartlett, production mgr 
managed to make their escape safely after participating in a forun 
discussion. . . 

Teresa Tinker, secretary of Shulton, Inc., and husband Malcolm, 
who is also with Shulton, are on a 13-day cruise to the West Indies, 
aboard the S. S. Washington. . . 

Allen E. Norman, v.p., Fawcett Publications, and his wife, are the 
talk of the town in Scarsdale bowling circles. They set some sort of 
a record by winning the Sunday evening mixed doubles competition 
three weeks running. . . 

When Morton Freund, the agency head, spoke before a meeting o! 
the Virginia Men’s Wear Retailers, his address bore this formidable 
title: “Look Into the Consumer’s Mind if You Want to Put More 
Apparel On His Back.” . . 

The Outdoor Writers Association of America has crowned Mary 
Knight, director of public relations for Erwin, Wasey & Co., 
1941 Queen. Miss Knight has had a colorful career. She was fo! 
six years the only woman in the Paris bureau of the UP, and inter- 
viewed kings, dictators and emperors. She even covered a guillotin- 
ing. She first went to Europe soon after leaving college (where she 
was Queen of the May) on a cattle boat, with $100 and a borrowed 


a Her autobiography, “On My Own,” was published by Mac- 
millan. .. 


as its 


William S. Paley, CBS president, has received an unexpected wind- 
fall from the federal government. The Bureau of Internal Revenue 


me returned $3,853, the amount of his overpayment of 1940 income 
ew 


James Silin, account executive, Chambers and Wiswell, Bostor 
agency, was selected as a member of the “All Star Team” of con- 
tract bridge players by Frank Perkins, bridge expert of the Boston 
Herald. . . Durward Kirby, NBC Chicago announcer, and Mary Pax- 
ton, radio writer in the Chicago office of Stack-Goble Advert g 
Agency, are planning a fall wedding. . . 

W. M. Packer, v.p. of distribution, Packard Motor Car Compony. 
Detroit, is flying his own airplane on a combined business d 
pleasure trip which will take him and Mrs. Packer as far as Mé 
City. .. James A. Hardman, publisher of the Transcript, North Ad 
Mass., is enjoying a vagabond cruise to Central America, accompa: ‘ed 
by his son, James, Jr. . . 

Gilbert U. Radoye, managing director; H. F. Reinhardt, art dir 
and D. L. Keeley, research director, were hosts Feb. 13 at the s« d 
birthday party of Creative Agency Associates, Detroit. . . Jay Hormel. 
pres., Geo. A. Hormel & Co., Austin, Minn., packer, who was t 44> 
dress the Advertising Club of Minneapolis on “Sales Promotio: 


National Defense” on Feb. 12 was sick abed and had to beg off 

To Herman H. Sinako, account exec. with H. C. Mulberge! C.. 
Milwaukee, goes credit for developing a nine-piece band o! gh 
school students and a girl vocalist which is making a name fo! el! 


in Whitefish Bay, a Milwaukee suburb. . . A. Michael Goergen 
Bay State Milling Co., Winona, Minn., and Kathryn C. Schern: ke 
are engaged... 

When Preston Reed, exec. v.p., Financial Advertisers Assoc 
moved into new offices at 231 S. La Salle street, Chicago, re 
the Chicago Financial Advertisers presented him with a te! ra 
mental-sounding plant that blooms every 20 years, needs water ‘wit 
a day and its soil changed every month. He is thinking of h g8 
practical nurse and hopes to be around at blossom time. . 
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report, compared with 
for the preceding year. 


$5,001,529 


Caterpillar Co. 
Nets $7,839,117 
in Fiscal Year 


Peoria, Ill., Feb. 19.—Stockhold- 
ers and employes of the Caterpillar Dec. 28, 1940, was $3,500,331, com- 
Tractor Company have received an | Pared with $4,176,121 for the pre- 
unusually clear picture of their vious year. 

somipany’s 1940 operations in the . 

ia ial report, just released, reveal- General Cigar 

ing a net income for the year of | Net income for 1940 was $1,369,- 
¢7.939,117, compared with $6,004,- | 488, compared with $879,248 for the 
g90 for the preceding year. year preceding. 

Besides being heavily illustrated — 
wil photographs of Caterpillar | Illinois Bell 
equipment in service, there are 
abundant graphs, many of them pic- 
. to clarify the picture. The 
usual captions, “assets” and “liabil- 
ities.’ have been eliminated, the 
management believing the words to 
be meaningless in weighing some of 
the items. 

Emphasis is lent to each page by 
the introduction of brown ink to . 
set off the black. The booklet gives | P. Lorillard Co. 
considerable attention to national| Net income for 1940 was $3,853,- 
defense and the company’s part in| 050, compared with $3,846,442 for 
it the preceding year. 


McCRORY STORES ‘Real Silk Hosiery 
NETS $2,332,511 Estimated net loss for 1940 was 


New York, Feb. 19.— With 199 | $341,955, compared with a net in- 
stores operating in 1940, compared | come of $169,536 for 1939. 
with 200 in 1939, McCrory Stores | 
Corporation has reported total sales | Bethlehem Steel 
in 1940 of $46,207,992 for a _ net Net income for 1940 was $48,677.- 
profit of $2,332,511. Sales in 1939 | 524, compared with $24,638,384 for 
totaled $43,193,608. 1939. 


Paramount Pictures 

Net income for 53 weeks ending 
Jan. 4, 1941, was $7,617,000, com- 
pared with $3,874,000 for the 52- 
week period ending Dec. 30, 1939. 


Continental Baking 


Net income for the year ending 
Dec. 31, 1940, was $13,221,844, com- 
pared with $13,658,699 for the year 
previous. 


_ 


Illinois Central 


Net income for 1940 was $1,296,- 
| 619, compared with $2,335,775 for 
1939. 


Bristol-Myers Co. , Canada Dry Ginger Ale 
- ged yor oe oe Lac eee os | Net income for the quarter end- 
tne pre liminary report, was $2,523, 1940 was $480,899 


a9 a we a _| ing Dec. 31, 
642, compared with $2,379,785 for compared with $327,573 for the like 
period in 1939. 


1939. 
Quaker State Oil Refining L. C. Smith & Corona 
Net income for the six months 


Net income for 1940 was $385,- | 
532, compared with $1,584,026 ‘°" | ending Dec. 31, 1940, was $475,100. 


1939. 


‘Safeway Stores 
Net income for 1940 was $4,786,- 


Columbia Broadcasting 


Earnings for 1940 were $4,806,- 


000, according to the preliminary | ®52, compared with $6,268,360 for 
abeaat ab stiches eatin U. S. Steel 
| 
SUMMER TESTS ARE Net income for the year ending 
7 Dec. 31, 1940, was $102,181,321, 
GooD IN NEW HAVEN compared with $41,119,934 for the 


Summer test campaigns meet a hearty year preceding. 
response in the New Haven area, 
owing to the unique geographical 
conditions. “Register City” the mar- 
ket of The New Haven Register has 
5) miles of sea shore in which more 
than 20,000 summer residents occupy 
homes from nine different states. In 
most instances these summer visitors 
own their homes in “Register City’. 
The Register covers this big vacation P 
land with a corps of special summer 

reporters, Write for “Register City” 

market brochure. 1 


Universal Pictures 

Net income for 53 weeks ending 
Nov. 2, 1940, was $2,390,772, com- 
pared with $1,153,321 for the pre- 
ceding year. 


Duquesne Brewing 
Net income for the year ending 


a Dec. 31, 1940, was $691,407, com- 


JOHNNIE O’‘HARA 


6,812 quarter hours 
of sportcasts for four 
consecutive years 
with KWK — — and 
not one* of them 
sustaining. 


. 
except network 
Ww 


orld’: Series and 
All.S:or Games. 


Net income for the year ending | 


ADVERTISING AGE 
pared with $850,639 for the pre- 
vious year. 


Consolidated Cigar 
Net income for 1940 was $1,166,- 


745, compared with $818,636 for 
1939. 
Time, Inc. 


Net income for 1940, according to 
the preliminary report, was $3,170,- 
| 000, compared with $3,206,751 for 
| the year preceding. 

Iron Fireman Mfg. Co. 

Net income for 1940 was $721,- 
| 308, compared with $611,761 for 
1939. 


Coca-Cola International 


Net income for 1940 was $7,894,- 
446, compared with $8,022,928 for 
the preceding year. 


Kroger Grocery & Baking 


Net income for the year ending 
pared with $5,514,597 for 1939. 


F. W. Woolworth Co. . 

Net earnings for 1940 were $24,- 
| 104,815, compared with $29,310,353 
for 1939. 


Chicago Daily News 
Net income for the year ending 
Dec. 31, 1940, including that of the 


newspaper’s building = subsidiary, 
was $789,365, compared with $767,- 
266 for the preceding year. 


_Lane Bryant 

Net profit for six months ending 
|Nov. 30 was $188,240, compared 
with $40,696 for the like period in 
1939. 


Western Union 

Net profit for 11 months ending 
Nov. 30 was $2,850,587, compared 
with $828,768 for the like period a 
year previous. 


Dow Chemical 

Net earnings for six months end- 
ing Nov. 30 were $3,585,015, com- 
pared with $3,445,111 for the same 
period in 1939. 


Lehn & Fink 

Net income for six months ending 
Dec. 31 was $312,873, compared 
| with $316,995 for the comparable 


Dec. 31, 1940, was $4,607,126, com- | period the preceding year. 


Warner Bros. 

Net income for the quarter ending 
Nov. 30 was $1,276,316, compared 
with $642,129 for a like period in 
1939. 


Owens-Illinois Glass 
Net income for the year ending 
Dec. 31 was $7,186,000, compared 


with 
year, 


Wesson Oil & Snowdrift 


Net income for the quarter end- 
ing Nov. 30 was $313,466, compared 
with $925,706 for the like period in 
1939. 


Hiram Walker-G&W 
Net income for the quarter ending 
Nov. 30 was $3,012,219, compared 


$8,434,915 for the previous 


| With $2,552,534 for the comparable 


quarter a year previous. 


General Tire 


Net profit for the 
Nov. 30 was $595,916. 


year ending 


Peter Fox Brewing Co. 
Net income for six months end- 
ing Dec. 31 was $208,135, compared 


with $161,056 for the last half of 
1939. 


i Sussuaen floumes wad a 
Sl 


He had to be slick to outwit the bad 
boys of his day. Modern ad men have to 
be darn clever too in order to imoress 
C| an ever suspecting public. A good 
way is through better offset. Our 
printing consultant has samples and 
ideas a-plenty. 


201 N.WELLS ST. 
DEA. 8557 - HEM.22I1 


need it. 


—_—— oan awa 


Since March 1934 Nation’s 
Business has gained 111,326 
subscribers, an average of 


1,374 a month for 81 months. 


Business men buy Nation’s 
Business because they want it - 


and they want it because they 
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Offers “Better Comics” 
Maple Leaf Publications, 


“Better Comics,” and aimed it at 
filling the gap created by the ban- 
ning of many imported “comics” | 
from Canada. 


Grimes to New Paper 


D. W. Grimes, account executive 
with the Willard G. Myers Adver- 
the 
past two and a half years, has re- 
signed to direct publishing of a new 


tising Agency, New York, for 


business paper. The _ publication 
will be launched within a few 
weeks. 


Van- 
couver, B. C., has entered the chil- 
dren’s market with a new magazine, 


Pan 
aaa 


aL 
PLAN... 
woot COPY... 


and continuity?! 


There you sit . 
dusty shelf; on a dark, bot- 
tom, dirty shelf; or. on the | 
imperial shelf, eye-high . . . 
in the company of your com- 
petitors; and you pay your 
salaries, wages. overhead and 
DIVIDENDS depending upon 
| what women think. Women 
glance appraisingly at 
four or five competing brands, 
brands equal in quality, equal | 
in price, and select ONE | 
brand confidently. Set your- 
self apart, make her believe | 
in your brand, make her 
PREFER it to all others .. . 
with planned scrapping adver- 
tising. in SMALL units, pub- 
lished constantly. Have you 
bo seen Mrs. Snyder's Candy ad- 
vertising in newspapers? 


OREN ARBOGUST | 
ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 


.. on the top 


| vertising 


Milwaukee Brewer 
Offers Five-Cent 
Six-Ounce Bottle 


Milwaukee, Feb. 18.—For the first 
time in recent years, a five-cent 
six-ounce bottle of beer is being 
offered here, by the Capitol Brew- 
ing Company. 

Although the product is not the 
first five-cent bottle in the history 
of the industry, it is the only nickel 
bottle beer now on the Milwaukee 
market. Another Milwaukee brew- 
ery offers a seven-ounce bottle for 
10 cents. 

The Capitol company’s product is 
called “Little Commander,” and is 
advertised as of the same quality as 
the original large bottle of Com- 
mander Beer, the company’s top 
brand. It is reported that sales 
of the new line, in a new size 
case of 24 bottles instead of the 
usual 36, has been ahead of all ex- 
pectations. Litthe Commander is 
sold only in Wisconsin now, but 
widening of the market is planned 
with newspapers, radio and outdoor 
advertising to comprise the cam- 
paign. 

Frederick C. 


Schnake Advertis- 


ing Agency, Milwaukee, is handling | 


the account. 


-RCA-Victor Gives Course 


RCA-Victor has announced plans 
for a course in merchandising, mar- 
ket analysis, inventory control, ad- 
and sales promotion 
which, according to Sales Manager 
W. E. Early, will be 
throughout the country. The course 
will be packed into a single day in 


each local district, and will be con- | 
ducted by the company’s distribu- | 
The “Victor Record | 
| food specialties. 


tor salesmen. 
Merchandising 
will be 


Institute Manual” 


used as the text. 


French Gets Account 


Oakleigh R. French & Associates, | 
| St. 


Louis, has been appointed to 
handle advertising for Lewin- 
Mathes Company, East St. Louis, 
Ill., manufacturer of copper tubing. 
Business papers will be used. 


presented | 


FEBRUARY LINAGE FOR CANADIAN MAGAZINES Combine Cartoons 


Mayfair 

Maclean's 

Liberty 

Canadian Home Journal 
National Home Monthly 


Chatelaine 


bCanadian Homes & Gardens 


Total Group 
Display, 


b—Combined issues, Jan. & Feb 


including poultry and livesteck in 


— 1941 - - 1940 ~ 
Pages Lines Pages Lines 
32.7 21,953 6.0 24,160 
$0 "8.365 $4.4 1.070 
15.4 6,613 12.8 
30.2 21,132 0 
18.0 12,591 25.1 
28.2 19,739 2.9 
29 19,656 2.9 

130,049 150,738 


Canadian Farm Papers 
31,335 32.6 


tFree Press Prairie Farmer 28.5 32.9 36,226 | 
Family Herald - 
Eastern Editior 27.4 27 ‘ 0.9 0,879 
Western Edition 24.3 6.0 5,989 
‘Western Producer 13.8 16.5 &.198 
*Farmer’s Magazine ; 14.0 17.1 11,951 
Country Guide & Nor’-West Farmer 22 6.9 19,3469 
‘*Farmer’s Advocate & Home Magazine 1¢ 15.4 10,790 
a*Canadian Countryman 17.2 OF 14.39 
|}*Farm & Ranch Review. s 8.7 6,231 
Total Group 153,880 174,02¢ 
Supplied by Publishers’ Information Bureau, In¢ 
5 issues 1941 4 issues 1940, 
Semi-monthly both issues include 
Weekly January linage. 
a Bi-weekly. 


Inaugurate Baltimore 
Station, WITH, March 1 


A new radio station, WITH, will 
take to the airlanes from Baltimore 
March 1, featuring both ASCAP 
and BMI music and a so-called 
“experimental laboratory” for radio 
neophytes. 

The station, to operate on a fre- 
quency of 1200 kilocycles, is owned 
by the Maryland Broadcasting Cor- 
poration. Thomas Tinsley, presi- 
dent and manager, formerly was as- 
sociated with stations in Baltimore, 
Philadelphia and New York. Com- 


| pany headquarters are at 7 E. Lex- 


ington street. 


Carter-Thomson Named 


Carter-Thomson Company, Phila- 
delphia, has been appointed to di- 


rect advertising of Minot Food 
Packers, Inc., canner of Conway’s | 
Old Fashioned cranberry sauce, 


Minot cranberry sauce and other 


Chevrolet Offers Manual 

Chevrolet has made available 
its retail organization a new recon- 
ditioning manual. The large volume 
gives detailed instructions for all 
phases of reconditioning, not only of 
Chevrolet cars and trucks but cars 
of other makes, models and years. 


thru Fri. 


It takes a Rochester woman to talk con- 
vincingly to Rochester women about 
their own interests .. . and that’s exactly 
what our Charlotte Edwards has been 
doing for almost 3 years on her “Wom- 
an’s Corner” program. 9:30 a.m. Mon. 


Though Charlotte talks mainly to housewives, there must be, 
at times, quite a few ad-men in the house, for Lord & Thomas, 
J. M. Mathes, William Esty, and other top-flight agencies are 
consistent buyers of participating time on this intimate show. 


: They know Charlotte boosts sales. They know the newspaper 
publicity Charlotte commands. Their clients like Charlotte, too. 
You ought to know Charlotte like they know Charlotte! 


For complete’ information and present available participating 
time, wire collect Paul H. Raymer Co. or WHEC. 


| certifying 
impartial board of experts, to assure | 
the public that the price has been | 


Promotion Copy 
Hits 200,000 
Lines in January 


Chicago, Feb. 20.— Promotional 
linage in the advertising trade press 
during January totaled 200,186 
lines, compared with 241,920 lines 
in December, and 215,362 lines last 
January, according to a tabulation 
released here today. 

Newspapers accounted for 23 per 
cent of the January total, using 46,- 
060 lines, and magazines were 
second position with 38,724 lines, or 
19.3 per cent of the total. In third 
position was radio, whose 37,156 
lines accounted for 18.6 per cent of 
the total. 


Other classifications, with their 
linage and per cent of the total, 
were as follows: Advertising pro- 


duction, 18,214, 9.1 per cent; busi- 
ness papers, 14,966, 7.5 per cent; 
farm papers, 8,806, 4.4 per cent; 
paper, 8,386, 4.2 per cent; agencies, 


to | 8,428, 4.2 per cent; miscellaneous, 
| 16,044, 8 per cent. 


Signs and dis- 
plays, outdoor, and car cards each 
accounted for less than 
of the total. 
Figures for 


individual publica-. 


|} tions upon which this tabulation is 


based, together with their linage 
for January, are: 

Lines 
ADVERTISING AGE (W) ....... 79,744 
Advertising & Selling (m) 15,022 
Printers’ Ink (W)....... 34,902 
Printers’ Ink Monthly.. 13,748 
Sales Management (sm) 27,552 
Tide (sm) 29,218 


Map Intensive Campaign 


for Springfield Mart 


William B. Remington, Inc., 
Springfield, Mass., will direct ad- 
vertising and promotion for the 
newly-formed Springfield Real 


Estate Mart. An intensive compaign 
is planned from March 15 to 
May 15. 

Mr. Remington told a meeting of 


| 125 real estate dealers and bankers 


that the mart would give the buyer 
of a used home assurance that he is 
getting fair value for his money. 
Principal feature of the mart is the 
of house values by an 


established as fair by the 
rather than the owner. Mr. 
ington said that the complete mart 


board, 


plan has not been tried elsewhere, | 


and that response to the idea 


has 


| been remarkable. 


Predict Record Apple 


Juice Sales in Canada 

Canadian Agriculture Department 
officials predict, on the basis of the 
present rate of consumption, that 
Canadians will quaff close to 3,000,- 
000 gallons of canned apple juice 
this year. 

Commercial apple juice in Can- 
ada is marketed in specially-treated 
cans, and juicing plants in the do- 
minion’s apple-growing areas are 
said to be buying up low-grade 
apples and producing at an increas- 
ing pace. Less than 100,000 gallons 
was consumed in 1938, but con- 
sumption jumped to 400,000 gallons 
in 1939 and 1,500,000 gallons last 
year 


Kinkead to CBS . 


Robin Kinkead, newspaper corre- 
spondent and magazine writer, has 
joined the magazine division of the 
CBS publicity department in New 
York. 


in | 


1 per cent | 


Rem- | 


—_ ——_ 


Straight Copy in 


-: Tolhurst Campaign 


East Moline, Ill., Feb. 20.—A ney 
|series of cartoon-type advertise. 
|ments in business papers to 
licize its line of Tolhurst centri! 
|equipment has just been start: 
American Machine and Metals, [n¢ 

According to C. W. Ander son 
sales manager, the new cam; 
will combine the cartoon-strip 1 
nique with straight selling cop) 
product illustration. The seric~ jg 
entitled “The Adventures of a 
hurst,” a trade character create 
symbolize centrifugal force as p- 
plied to industrial production pr \b- 
lems. Case histories from com, 
files will tell of the use of Tol! 
centrifugals in processing s\ 
varied things as grape juice, un 
cotton, metal chips and _ po’ ito 
chips. 

The new campaign makes its n- 
itial appearance in February iss jes 
of Chemical and Metallurgical - 
gineering and Textile World. Pins 
jeall for advertising in busi: 
|papers covering other mark S 
where the products are sold. Cvou- 
pons will be used in all copy fe 
least three months. The character, 
Tolhurst, also will be used in direct 
mail campaigns. 

L. W. Ramsey Company, Dayn- 
port, Ia., is the agency. 


pub- 


1) 
Sal 


| Corbin Picks Lawlor 


| The P. & F. Corbin Division of 
American Hardware Corporation, 
New Britain, Conn., has appointed 
John T. Lawlor as assistant sa! 


manager. . 
Bm ADVERTISING 7 
A 0 T ' pa 

| ILLUSTRATING 

CENTRAL 9503 BAAS 
Ys STRIBLING C2¢fo0cc%:Lou 
140 South Dearborn Street Chicago, iil 


~— BOOKS — 


| for men in 
marketing! 
Public Warehousing 


by John H. Frederick. New, authoritative 
| analysis of timely problems tike these: How is 

public warehousing adapting itself to modern 
conditions? How can it be used effectively to 
lower marketing costs? Emphasizes significant 
trends like regulation of rates, Quick-Freezing 
increasing use of warehouse receipts in financing 
use of field warehousing by wholesalers. £3.50 


Merchandising Guide 


by M. David Potter. A guide to a working 
understanding of the basic principles of mer- 

chandising. It shows with simple, practice prob- 
lems how these principles are applied. And 
problems taken from practical experience dem- 
onstrate essential procedures used in the figure 
work of merchandising, so vital to profits. $2.00 


Personal Letters 
in Business 


by John M. Clapp. Offers time-saving guidance 
on more effective composition of those lettters— 
neither strictly ‘“‘personal’’ nor strictly bus! 
| ness'"—which can help to strengthen valuable 
contacts Contains over 400 examples of excep 
tionally good letters of all types—many written 
by executives of national prominence on 


cca 


| sions similar to the ones you must meet $3.50 
Manufacturers’ Product, 
| Package and 
. ss 
Price Policies 
by Albert Wesley Frey. This is a new book 
Modern Merchandise Management Equ the 


advertising man to deal with problems the 


deyrlopment of a product in tune with © mer 
desires, a package that appeals to and racts 
prospective customers, and a price wh will 
result in the most profitmble volume of sales $4.50 
| The Analysis and 
| Control of 
Distribution Costs 
by J. Brooks Heckert. Treats of the er sub 
ject of distribution costs in a com nsive 
and practical manner An excellent so vey * 
the various methods and procedures |t have 
been applied in effecting necessary tee 


and economies in selling costs 


within 
books. he 


THE RONALD PRESS COMPANY 
15E.26th St. PUBLISHERS New Yo" 
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Kate Finds Adman 
Ready to Fill 
a Patriotic Void 


New York, Feb. 19.—Kate Smith 


insi on winding up her Friday 
proadeasts for Grape-Nuts with a 
patriotic song, and she has been 
airil es “God Bless America” with 
amazing regularity since the song 
was rediscovered and popularized— 


by Kate Smith. 


But, as all and sundry now know, 
“God Bless America” is an ASCAP 
tune. and can’t be played, sung or 
ttherwise rendered over most ether 
wave especially the ether waves 


used by networks. So Kate had to 


get new song, and she did. 
The new favorite is “We're All 
Americans. All True Blue,” and 


the amazing thing about it is that 
the song was turned out by an ad- 
yertising man who admits that he 
can't whistle, sing, or play a single 
music note—James T. Mangan, di- 


rector of merchandising, advertising 
and publicity for Mills Novelty 


Company, Chicago. 


Mr. Mangan wrote both the words 
and music, asserting that “it took 
six years and dozens of gifted 
arrangers to finally spring the tune 
from its prison inside his brain.” 
Now the song is being made avail- 
able on Victor Bluebird and Co- 


lumbia Okeh records. 

And a week or so ago Mangan 
flew to New York to be on hand for 
Kate Smith’s recording of the song 
for Columbia Red Label records. 
While he was there the songstress 
tried to get him to sing the song he 
wrote, but it didn’t sound so good 
the way he did it. 


Gets Toledo Traction 

The Ray Vickerstaff Company has 
been awarded the contract for car 
card advertising of the Community 
Traction Company, Toledo, and has 
transferred its headquarters from 
Lansing, Mich., to 1220 Madison 
avenue, Toledo. 


Pacific Coast 
TRADE PAPER FOR SALE 


Strongly established monthly trade 
publication in basic industry, covering 
the 11 Western States. for sale now 
ct amount of average yearly gross 
billing, $24,000. Terms one-fourth cash, 
balance in three years. Will pay for 
itself in 4-5 years. Definitely inter- 
ested persons in position to handle, 
can get further details by addressing 
Box 3283, Advertising Age. 100 East 
Ohio Street, Chicago. 


KATE GIVES JIM HIS FIRST SINGING LESSON 


Kate Smith shows Jim Mangan just how his song, "We're All Americans,” should 
be sung. At left is Manie Sacks, director of artists and repertoire for Columbia 
Records; at right is Joe Higgins, Columbia official. 


Bien Jolie Plans Drive 


Benjamin & Johnes, Inc., New- 
ark, has scheduled a spring cam- 


paign for Bien Jolie foundations in 


magazines and 40 newspapers 
throughout the country. A new slo- 
gan headline, “Bien Jolie Makes 
What It Takes to Fashion Every 
Figure,” will appear in all copy. 
Lewis & Tokar, Newark. is the 
agency. 


General Mills Expands 


General Mills, Minneapolis, is 
planning to occupy a plant formerly 
the property of the Northern Pump 
Company which will be used in ful- 
filling a recent order in excess of 
$10,000,000 from the U. S. Navy. 
Because of the importance of the 
order in the defense program spe- 
cial precautionary measures are 
being taken against sabotage. 


Plan Laundry Movie 
Secretary-managers of laundry 
associations have formed a commit- 


tee, which includes Noel Grady, 
editor, Starchroom Laundry Jour- 
nal, Robert Allison, Laundry Age, 
and Franklin Dunlap, vice-presi- 
dent, Oswald Advertising Agency, 
Philadelphia, which has approved 


the making of a movie film which 


will promote laundries. The pro- 
duction will be handled by Audi- 
Vision, Inc., New York. 


FREE witheur 

first Order 
Jar and Brush FREE with your first order 
S S Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use S$ S Spe- 
cial Frisket Cement, $3.50 per gal 


) RUBBER CEMENT CO. 


3438 No Halsted St.. CHICAGO, ILL. \ 


‘Post’ and ‘Eagle’ 
Drop Plans for 
Merger of Dailies 


New York, Feb. 18.— Plans for 
the merger of the New York Post 
and the Brooklyn Eagle have been 
dropped, it was learned here today 
when the Eagle carried a front page 
editorial signed by Frank D 
Schroth, publisher, which was 
headlined, “An End to Rumors.” 

The editorial conceded that ne- 
gotiations had been in_ progress 
between Mr. Schroth and George 
Backer, publisher of the Post, but 
said that they had decided against 


a merger and that “the idea has 
been abandoned.” 

It is believed that the proposal 
called for the Post to print in the 
Eagle plant, and that the plan was 
dropped because the Post is bound 
by leases to continue at its own 
plant. 


Westinghouse Ups Phillips 

T. I. Phillips has been appointed 
assistant to the president, Westing- 
house Electric & Mfg. Company. He 
formerly was general works mana- 
ger and will continue in charge of 
the headquarters manufacturing 
staff, the small motor, lighting and 
transformer division, and the com- 
pany’s construction department. His 
headquarters will remain in Pitts- 
burgh. 


Bruck Promotes Jurin 


Milton I. Jurin, formerly in 
charge of radio traffic, has been 
appointed radio time buyer of 
Franklin Bruck Advertising Cor- 


poration, New York. 
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No stronger proof of value and productivity 
can be eiven. Every one of these 127 spot 
and local users had tried KOA repeatedly 
and found it good. 
used this vreat station for 5 to LO vears 
each. Scores of others come in the 2 to 
9 year group. And. already. the 1941 
renewals are coming through— giving 
us our most highly prized ace olade- 

of approval. 


Such powerful evidence of profitable 
results is vour best assurance when 
considering radio in Denver. You 
can rely on KOA for better 
results from your programs. 


Call or wire any NBC Spot Sales 
Office or write us direct 
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FIRST in DENVER, 
« 


NBC RED NETWORK /\ |) OPERATED BY | 


PRESENTED NATIONALLY BY fapo SPOT SALES 0 


Columbia Moves 
to End Abuses 
in Co-op Copy 


Bridgeport, Conn., Feb. 20.—In 
an effort to eliminate abuses in co- 
operative advertising, Columbia Re- 
cording Corporation has adopted a 
new policy by which dealers will 
be required to use only approved 
copy and media. 

In revealing the plan, Patrick Do- 
land, advertising manager, de- 
clared “we're going all out to elim- 
inate at least the most glaring evils 
In the past, our advertising funds 
have been used for book marks, 
book wrappers, free circulators, 
signs of questionable value, classi- 
fied ads that forgot to mention the 
manufacturer’s name, etc. This 
year, those are out.” 

In cooperation with the 
Benton & Bowles, New York, an 
approved media list has been fur- 
nished distributors. Only _ those 
newspapers and radio stations on 
the list can be used. The only copy 
to be used will be supplied by Co- 
lumbia. No copy in space smaller 
than 200 lines will be permitted. A 
few department stores will be ex- 
empt from copy and layout restric- 
tions. 


agency, 


“Farm Journal’ Boosts 
Rates and Guarantee 


The Farm Journal and Farmer's 
Wife has issued a new rate card, 
increasing rates in October coinci- 
dent with a boost in the circulation 


guarantee to 2,500,000 copies net 
paid. 

The new guarantee is 100,000 
greater than the circulation prom- 
ised heretofore. Circulation of the 
current March issue is 2,560,000 
copies. The magazine's rate card 
No. 77 increases the line rate from 
$11.60 to $11.95. Page rates will 


be up $200, to $5,100 for black and 
white and $5,600 for black and one 
color. 


“Rural Press” Linage 


Linage figures for the Pacific 
Rural Press in last week’s table of 
farm publications should have given 
the Northern edition of the maga- 
zine total linage of 21,192 for Janu- 
ary, while the Southern edition 
should have been credited with 
21.016 lines Because of a change 
in listing, the exclusive business 
carried in these sections was shown 
instead of the total 


Push “Old Forester” 


Brown-Forman Distillery Com- 


pany, Louisville, has started its 
1941 campaign for Old Forester in 
nine national magazines and a 
heavy newspaper schedule in 


Readers of American 
Collier's, Cosmopolitan, 


key markets 
Magazine, 


Country Life, Esquire, Fortune, 
Life, Redbook and Time will be 
reminded of the slogan: “There is 


Nothing Better in the Market.” 
campaign covers the first 
months of the year 


Oliphant Advanced 


Richard Oliphant, in the publicity 


The 
four 


and advertising office for about a 
year, has been advanced to adver- 
tising manager of the American 
President Lines, San Francisco. 


KTMS Appoints Kroeck 


Lou Kroeck, formerly with KOY, 
Phoenix, Ariz., has been named 
sales manager of KTMS, Santa Bar- 
bara, Cal. 


Again 
in 
January. . 


POST-GAZETTE 
Second Daily Paper 
Third Daily Paper 


POST-GAZETTE 
Second Daily Paper 
Third Daily Paper 


The PITTSBURGH 


POST-GAZETTE 


Had the Largest Gain 

in Retail Advertising 
of Any Pittsburgh 
Daily Newspaper 


JANUARY RETAIL ADVERTISING 


Media Records — Daily Only 


YEAR 1940 RETAIL ADVERTISING 


Media Records — Daily Only 


Pittsburgh Post-Gasette 


One of America’s Great Newspapers 


Gained 56,679 Lines 
Gained 27,448 Lines 
Lost 2,194 Lines 


Gained 241,797 Lines 
Gained 175,320 Lines 
Gained 13,261 Lines 


Paul Block 


Publisher 
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ADVERTISING AGE February 24, 194) 
ing tighter fits by immersing the 
Th 7 = seats in liquid air, which cools them 
e Business Digest to temperatures below 300° F. and | 
Significant Developments in Trade and Industry as makes it a comparatively easy and | . 
Reported by the Business Press quick job to set them into place in f] f * 
engine blocks. 
Edited by RALPH O. McGRAW One of the most important uses VE 
‘ for dry-ice paradoxically, is in the | 
. American Bait to the article. A certain type Of | poiling of linseed oil, petroleum, | 
* ea Lures Foreign Fish cricket nets $1.75 per pound. When and other raw materials used in| 
. 2 The preparation and sale of frogs, the packers want a supply of any formulating plastics. Such are 
shrimp, crayfish, grasshoppers, particular bug, they spread the | harmed by oxidation and improved 
worms, and numerous other creepy |"°“* around pest areas and all) by thorough agitation during ~C00k- =_— 
forms of life for use by sport fisher- sorts of ingenious methods are de-|jng.” A block of dry-ice in the = 


men is generally looked upon as a 
roadside enterprise, but it is rapidly 
taking on the complexion of an in- 


ternational industry, says Ameri- 
can Exporter for February. One 
American packer alone now dis- 


tributes about two million contain- 
ers of fish bait in a single season, 
with South Africa and Australia 
being specially good markets for his 
product. England and France, be- 


fore the war, also were good mar- 
kets for packaged bait. 
Grasshoppers bring their har- 


vesters about $500 a ton, according 


ENLIST! 


For Defense against 
lagging sales 


Recruiting these 50,000 watts 
for your sales campaign will 
give dominant 
of the rich Tri-State area of 
south 
and north Louisiana, one of 


you coverage 


Arkansas, east Texas 


the nation’s richest and fast- 


est growing markets. 


50,000 Watts 


A @waetvaeroayT TIMES BTATION 


|natural state to all fishermen. 


Shreveport Louisiana 


vised to catch them. With few ex- 
ceptions, the stock received by the 
packers must be alive because if 
it has been dead for any length 
of time before preserving it seems 


to lose much of its attractiveness 
to the fish. Crayfish are an excep- 
tion to the rule, and in this cate- 


gory the small ones make the best 
bait. 

Worms account for no small part 
of the business because, it seems, 
they are not readily available in a 
For 
gathering worms, the packers sup- 
ply a liquid which, when poured on 


the ground, causes the worms to 

|}come to the surface. 

Dry-Ice Receives 

Increasing Industrial Use 
Although dry-ice still finds its 


principal use in the chilling of truck 
and packages for distribution and 
in the fizz (as carbon dioxide gas) 
for all sorts of soft drinks and some 
alcoholic ones, it is receiving a 
number of industrial uses which 


have great significance, according 
to a release by the American Pe- 
|troleum Institute, reported in Ice 


and Refrigeration for February. One 
of these new through the 
development of a mixture of dry-ice 


uses is 


and alcohol used in contracting 
steel and other metals to make 
extra tight “shrink fits” in aircraft 
engines and other defense equip- 
ment such as tanks and anti-air- 
craft guns. 

Dry-ice is also used to shrink 


cylinder liners into Diesel engines. 


One leading automobile manufac- 
turer uses dry-ice and alcohol to 
shrink inserted valve seats part 


way, completing the job and assur- 


bottom of the kettle not only per- 
meates the mixture with a protec- 
tive atmosphere of carbon dioxide, 


but in the process of subliming 
(passing directly from a solid to a 
gaseous stage) in the bottom, it 
throws off bubbles which agitate 
the liquid. 

One of the newest uses for dry- 
ice and the gas it releases may be 
in the tenderizing of beef. The idea 
behind considerable experimenta- 
tion being done in this field is that 


carbon dioxide will keep bacteria 
and mold-forming organisms from 
getting the oxygen necessary for 


their growth. 


Infra-Red Rays Used 
to Bake Finishes 

Rapidly replacing the usual type 
of drying ovens used in industrial 
plants for drying finishes on metal 
are batteries of infra-red lights in 
tunnel formations through which 
objects travel by conveyors to have 
their finishes dried. One such tun- 
nel, described in the February Fur- 
niture Age, consists of 180 gold- 
plated reflectors in each of which is 
set a large carbon bulb. The re- 
flectors direct the electrical energy 
toward the freshly enameled steel 
passing through the tunnel. 

In explaining the operation of the 
new system, H. L. Strickler 
the steel becomes loaded with elec- 
trons in the process and the bil- 
lions of these electrons become agi- 
tated, pushing and crowding each 


says 


other about like bees in a_ hive, 
thereby generating frictional heat, 
the same as the heat generated 


when rubbing one’s hands together, 
and also the same cause that makes 
electrical wires get hot when 
shorted. Thus, instead of wasting 
heat as in the unoccupied spaces of 
an oven, the heat is evenly gener- 
ated within the metal, radiates out- 


wardly to the inner surface of the 
enamel and bakes from the inner 
surface of the metal toward the 


outer surface of the enamel, making 
the enamel tougher and_ longer 
lasting. 

This modern method of finishing 
assures a quick, uniform job and 
avoids the usual oven heat com- 
ing in contact with the glossy outer 
surface of the enamel. The baking 
starts immediately after the metal 
parts enter the tunnel and continues 
evenly to the outlet end of the tun- 
nel. Because of the heat generating 
action on the inner structure of all 
metal parts, no heat is wasted. The 
process is reported to be faster and 
more economical than former meth- 
ods of baking finishes. 


What They Eat at 
Soda Fountains 

The sandwich is the popular bill 
of fare at the average soda foun- 
tain, followed closely by hot soup, 
according to a survey made by 
American Druggist and reported in 
its February issue. The popularity 
of hot dishes at the fountain is in- 
dicated by the fact that 52.6 per 
cent serve hot soups; 29.6 per cent 
serve hot lunches; 12.6 per cent 
serve hot dinne! Sandwiches are 
served by 61.4 per cent; salads by 
38.9 per cent; and cold cereals by 
23.7 per cent. 

The survey also reveals that 31.3 
per cent of seating capacity avail- 
able for fountain customers is at 
the fountain itself, while 68.7 per 
cent is at tables. The annual aver- 
age annual store volume of fountain 


sales is $34,065.29. 


Morris to Navy Duty 

Allen Morris has withdrawn from 
the Martin & Morris agency, At- 
lanta, after being summoned as a 
navy ensign. The company will be 
continued by Robert E. Martin 
under its original name, Robert E 
Martin & Co. E. P. Harris has been 
named production manager. 


The rates for this department are 

“Help Wanted,” 
“Representatives Available,” 
cash with order. 


“Positions Wanted,” 
30 cents a line, 


as follows: 
“Representatives Wanted,” 


and 
minimum charge $1. 


rj lms 


All other classifications (single insertion rates): % in., $2.75; 1 to % in, 


$4.75 per inch. 


HELP WANTED 
UNUSUAL DIRECT MAIL OPPOR- 
TUNITY in Seattle for man with sales 
ability and production experience 


Half interest in well equipped de- 
partment No capital investment re- 
quired, but must cover personal 
expenses until earning capacity 
proven Some potential business in 


exceptional field for right man, not 
affected by draft. Complete particu- 
lars in your letter treated with con- 
fidence 

Box 3284, ADVERTISING AGE, Chgo 
Layout man—Good renderer, ideas, 


capable in 
ples, state 


all mediums. Send sam- 
salary, past studio connec- 


tions and other qualifications in first 
letter. 

George A. Lasko, Art & Style Dept 
The Electric Auto-Lite Co., Toledo 
Ohio 

Outdoor Advertising—salesman, Must 
be experienced and a producer Iix- 


cellent and permanent opportunity 
Trowbridge Ontdoor Advertising 
Corp., 86-88 Frelinghuysen Ave.. 


Newark, N. J. 
POSTTIONS WANTED 
Lets Get Together! 
I have ability and background based 
on nine years of writing, publicity, 


eontact and promotion work for na- 
tionally known agencies; four years 
as advertising manager for large 
manufacturer four years in news 
paper work 
You have a place in your organiza 
tion requiring this abilitv and back 
ground 
Let's Get Together! 
Ox 3286, ADVERTISING AGE, Chro 
YOUNG WOMAN PUBLICITY EXEC- 
utive, nine vears’ experience, Middle- 
west and New York, seeks Chicago 
opening Successful record in news 
paper, radio, magazine and pamphlet 
publicity writing and agency experi 
ence in radio commercial writing 
Background ineludes political and 
health educational publicity 
Box 3281, ADVERTISING AGE, Chro 
DRIEG ACCOLNT TROLBLE 
SHOOTER 
Former drug retailer recently expe’ 
rienced marketer with one of the top 
{1A agencies Now available to 


solve your merchandising, advertis 
ing or sales problem 
Box 3278, ADVERTISING AGE, NYC 


| 


POSITIONS WANTED 
ADVERTISERS OR AGENCIIE 8! 

With the draft on, why not } 
young woman, well experienced th 
all forms of advertising, in your 
auction department? 
Box 3279, ADVERTISING AGE 
Male Secretary — Asst. to Editor, 
Twelve years experience on mag ‘ 
production, fast dictation, proof i 


ing, purchasing engraving, et 
30x 3277, ADVERTISING AGE, ('g 
13 YEARS 

industrial advertising and sales x 
perience available for industria d 
vertiser or publisher 7 years ! 
and adv. service Chilton Co.; 5 \ rs 
adv. sales McGraw-Hill: 1 vea 5 


avency. Married; 35; ec 
training commercial «© \gi- 


dustrial 
Practical 
neering. 
Box 3287, ADVERTISING AGE, ¢ 


REPRESENTATIVES AVAILABLE 


HERE'S Al 
ADVERTISING SALES 
REPRESENTATION 
FOR YO 
IN MILWAUKEE & WISCONSI\S 
Thorough advertising and mer 
dising experience and knowledg: 
branches Past 40, Intelligent 
calibre sales understanding, me 
application, personality, and pre 


tation Diligent, conscientious w 
er, with faultless character 

record, Reputation, responsibilit 
habits the best. Successful prod 
Native of Milwaukee. Widely 
quainted Highly 


regarded Offer 
representation (Milwaukee & Y\V 
consin) for publisher, agency or 
pany of auxiliary advertising servic 
and supply. Only leading companies 
Correspondence in strictest ‘ f 
dence 

tox 3285, ADVERTISING AGF, ¢ 
wow — advertising representative 
avaliable 


for industrial or techy 
magazine. Extensive Eastern 
tacts. 12 years business paper adver 
tising experience test reference 
Box $265, ADVERTISING AGE, N. \¥ 

MISCELLANEOUS 
BAIRDSET ADS OUTPULL PUB. 
lisher set ads by 25%, 8 vear « 
proves. Type ruler with your fir 
der. Clean proofs fast day and 1 


BAIRD, IS Kb. Kinzie, WHE, 4347, Chee 


Enlarge Promotion 
as Insurance for 
Future, Says Roden 


Henry W. | 


New York, Feb. 20.- 
Roden, president of Harold H.| 
Clapp, Inc., and chairman of the 


board of the Association of National 


Advertisers, believes that “estab- 


lished advertisers will find it good | tant and lucrative market 


business to increase brand advertis- 

ing now against a future when the 

economic situation may be bettered 

and they can again make money.” 
In substantiation of Mr. 

belief, Clapp’s 1940 budget will hit 


an all-time peak. Magazines, radio 
and newspapers will be used, in- 
cluding schedules on the Rennet 


line of desserts introduced last year 


and a baby cereal food to be 
launched this year, in addition to 
the regular line of baby foods. 


Young & Rubicam is the agency. 

Mr. Roden declared there is gen- 
eral optimism over immediate pros- 
pects for business, especially in the 
packaged goods field, but that there 
is little expectancy of increased 
profits. “Companies able to legiti- 
mately put more money into adver- 
tising appropriations and thereby 
leave less against which taxes must 
be paid, will in many cases adver- 
tise now against a future when the 
financial situation may healthi- 
er,” he stated. 

He cited a recent ANA survey 
showing advertisers to be confident 
of business improvement but uncer- 


be 


tain of developments when the 
stimulus of war economy is over 
Most appropriations will be in- 


creased between 15 and 20 per cent, 
he said 


Issues New Rate Card 


The Milwaukee 
sued a new rate 
mechanical changes 
rate schedules. 


has is- 
covering 
simplified 


Journal 
card 
and 


Roden’s 


Ee is AS ou det 


Peck Agency Moves 

Peck Advertising Agency, New 
York, will be located at 400 Madi- 
son avenue after Feb. 27. 


TO REACH THE $2,000,000,000 
(Two Billion Dollar) Negro Market 
in the United States 
Contact us 
We are prepared to 


vulvertising agencies in re 


idvertisers and 
this per 


assist 


iching 


Write today for particulars 


EDWARD A. BAKER CO. 


PUBLISHERS’ REPRESENTATIVES 
457 Book Bldg.—Detroit, Mich 


14,000,000 (14 million) Negroes in the ted 
States spend $2,.000.000,000 (2 Billion IT) llars 
annually 

ARE YOU GETTING YOUR SHARE oF THIS 
BUSINESS IF NOT CONTACT US--WE CAN 


ASSIST YO 


iN 


COLLINS 
MILLER & 


HUTCHINGS. 
ING. 7 


PHOTO-ENGRAVERS 
IN CHICAGO 
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Printing Trades 
Seek Legal Limit 
on Broadcast Time 


(Continued from Page 1) 
ld solicit the support of 15,000 


we 

newspaper, magazine and farm 
paper publishers. In addition, 1,800 
loc unions and councils will be 
asked to lend their weight to the) 
program. The aid of manufactur- 
ers engaged in plate-making and 
printing accessories will also be| 
enlisted. 


Mr. Haggerty took a potshot at 
advertising agencies, alleging that 
the self-interest dictated 
choice of radio advertising in pref- 
erence to other media. In support 
of this contention he declared agen- 


cies receive commissions not only 
from commercial sponsors but also 
from talent. Thus, he concluded, 
agencies are inclined to favor radio 
broadcasting as a medium rather 
than newspapers or magazines 


which pay only one commission. 
Fear Frequency Modulation 


The advent of frequency modu- 
lation will make the position of 
printed media even more difficult, 
Mr. Haggerty predicted. Commer- 
cial advertising is limited to 1,000 
stations at present, he said, but the 
spread of FM will make possible 
many 8,000 stations, all of 
which would be able to broadcast 
“commercials.” Peinting out that 
FM is primarily a local medium, he 


as 


as 


asserted that many department 
stores have applied for broadcast 
licenses which, if granted, will fur- 
ther divert revenue from local 
newspapers. 

The unions’ legislative sugges- 
tions include a tax of 25 per cent 
on radio stations having a_ gross 
income over $500,000 a year; a tax 
of 15 per cent on stations with 


In Cleveland 
HOTEL HOLLENDEN 
In Colmes 
THE NEIL HOUSE 


In Ahron 
THE MAYFLOWER 


In Lancaster, O. 
HOTEL LANCASTER © 


In Corning, N.Y. 
BARON STEUBEN HOTEL 


“torts 


“AT CHECK WITH EVERY TRAVEL STANDARD 


income over $250,000; and a tax of 
10 per cent on station income be- 
tween $100,000 and $250,000 annu- 
ally. 

First intimations that the printing 
trades council was concerned about 
the developments of radio broad- 
casting came last spring when the 
organization sent a letter to news- 
papers, magazines and others pre- 
senting its side of the problem and 
‘inquiring “what plans have been 
considered to correct this situation” 
(ADVERTISING AGE, April 22, 1940.) 

At that time no suggestions were 
advanced by the organization, the 
letter being designated merely as a 
letter of inquiry. Dispatch of such 
a letter was agreed upon at a meet- 
ing of the board of governors of 
the International Allied Printing 
Trades Association in Toronto in 
| March, 1940. 


AGENCIES UNDISTURBED 
BY UNION ATTACK 

New York, Feb. 20.—Agency 
executives here showed no inclina- 
tion to become upset over charges 
leveled against them by the typo- 
graphic unions in Miami. In dis- 
cussing the attack with ApvVERTISING 
AGE they dwelled primarily on mis- 
statements contained in the remarks 
attributed to Mr. Haggerty in local 
newspaper reports. 

The agency men took issue with 


the | 


| 
| 


the allegation that a “double com- | 


mission” on radio business dictates 
the choice of this medium in prefer- 
ence to other media. The commis- 
sion system operates in radio as it 
does in all other media, they de- 
clared. They also observed that the 
competitive nature of the agency 
business would make it suicidal for 
any agency to select radio or any 
other medium except on the basis of 
what fits the client’s needs. 
The Miami pronouncement 
sumed the aspects of a battle inside 


as- 


labor’s ranks, discussions with 
spokesmen for the American Fed- 
eration of Radio Artists and the 
American Federation of Musicians 
indicated. Both of these groups 
denounced the typographers’ pro- 
nouncement as an unwarranted 


attack on the rights of other work- 


ers to engage in their specialized | | 
fields. 
Newspaper and magazine pub- 


lishers as well as employing print- 
ers declined to comment on 
situation 


Lumbrio Offers New 
Watermarking Process 


The Lumbrio Mfg. Company has 
been organized at 19 Park 
New York, to market a new water- 
marking process based on patented 


machinery and pattern moulding 
devices. 

According to the company, the 
process is not dependent upon a 


high grade of paper or a minimum 
quantity. Personalized watermarks, 
reproducing any trademark, illus- 
tration or advertising message, may 
be incorporated in any grade of 
paper, with various grades of visi- 
bility from dimness to extreme 
clearness. 


McCandlish Awards 
Rules Are Outlined 

The McCandlish Lithograph Cor- 
poration, Philadelphia, has _  an- 
nounced full details of its annual 
poster design contest, “McCandlish 
Awards for 1941.” Artists will com- 
pete for prizes totaling $1,000, with 
$500 the first prize. 

Entries for the 1941 competition 
are to be 24-sheet poster design ad- 
vertising Duz, Ford V-8, Heinz To- 
mato Ketchup and Hires Root Beer. 
The contest closes April 15. 


Maher Graphic Arts Head 


President John J. Maher of the 
John Maher Printing Company has 
been elected president of the Chi- 
cago Graphic Arts Federation 
Other officers named were Carl E. 
Dunnagan, Inland Press, Inc., first 
vice-president; Walter H. Nelson, 
Rand McNally & Co., second vice- 
president, and William H. King, 
Stationers Mfg. Company, treasurer 


Supple Heads Unifoil 


L. F. Supple, former president of 
the Springfield, Mass., Glazed Paper 
Company, has joined Reynolds 
Metals Company chief of the 
Unifoil Division. His headquarters 
will be in Richmond and New York. 


as 


the | 


place, | 


ADVERTISING AGE 


Complete Study 
of Informative 
Content of Copy 


New York, Feb. 20.—A compre- 
hensive study of the informative 
content of advertising copy 
been completed by the Committee 
on Consumer Relations in Advertis- 
ing and will be published shortly, 


John Benson, president of the 
American Association of Advertis- 
ing Agencies, revealed today. The 


material developed is in accordance 
with the committee’s function as a 
fact-finding group organized “to 
deal objectively with 
about advertising which have been 
raised by the consumer movement.” 

While discussing the forthcoming 
study and the activities of the com- 
mittee in general, Mr. Benson, who 
is chairman of the group, announced 
that Edwin S. Friendly, business 
manager, New York Sun, and Roy 
E. Larsen, president, Time, Inc., 
|}have been elected committee mem- 
|bers. Mr. Friendly succeeds Col. 
| Julius Ochs Adler, of the New York 
| Times, now on active military duty, 
and Mr. Larsen replaces Walter 
Fuller, president, Curtis Publishing 
Company. 

It was 


also learned today that 


has | 


questions | 


Dr. Kenneth Dameron, director of 
the committee, will remain at Ohio 
State University until the end of 
the school year at which time he 
will return to the committee’s head- 
quarters here. Meanwhile, J. C. 
Yocum, assistant to Dr. Dameron, 
is in charge of the office. 
To Issue Supplement 

Among other reports due from 
the committee in the near future 
will be a supplement to the initial 
study, published a few months ago, 
dealing with the use and evaluation 
of business-sponsored 


material in 
consumer education. The second 
part covers motion pictures and 
,; Other visual aids used in teaching 


marketing courses and in consumer 
education. 

The committee is also analyzing 
the Wheeler-Lea bill and other 
legislation designed for consumer 
protection. 

Mr. Benson stressed, as the com- 
mittee’s chief aim, “to find the facts 
and to offer constructive aid in 
bringing consumer objectives and 
advertising needs into harmony.” 


Soskin Heads Advance 
Harry Soskin has been elected 
president of the Advance Engraving 
Company, Chicago, with Joseph R 
Smith as vice-president and Robert 
Thompson as secretary-treasurer 


“Vital Speeches” Opens 
Pages to Advertising 


Vital 


Speeches, a_ six-year-old 
semi-monthly magazine containing 
addresses made _ by _ prominent 


people, has opened its pages to ad- 
vertising for the first time. A 
monthly edition for newsstand dis- 
tribution has also been introduced. 

Vital Speeches published by 
City News Publishing Company, 33 
W. 42nd street, New York. Thomas 
F. Daly is president. 


ANPA Names Biggers 

George C. Biggers, vice-president 
and general manager, Atlanta Jour- 
nal, has been elected a director of 
the American Newspaper Publish- 
ers’ Association. He succeeds James 
G. Stahlman, publisher of the 
Nashville Banner, who was recently 
called to duty in the navy as a lieu- 
tenant commander. 
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LAUREL PROCESS CO. 


480 Canal Street, N.Y.C. WaAltker 5-0526 


JUST A MOMENT! ARE YOU INTERESTED IN 
100,000,000? 


Pictured above ts t 


better 


project. 


That's the amount to be spent by hos- 
pitals for construction and modernization 
in 1941. 
leading statistical authority in the build- 
ing field, forecasts a 20 per cent increase 
in hospital construction this year. 
ing modernization activities, the total in- 
vestment in new buildings and equipment 


will exceed $100,000,000. 


F. W. Dodge Corporation, the 


Includ- 


The growing, active market is covered 
by 
(ABC-ABP) than any other publication in 
field. Here's how: 
more than 4,000 paid circulation with 
additional distribution to every hospital 
with a new building or modernization 


HOSPITAL MANAGEMENT 


We supplement our 


The guarantee for 1941 is cover- 


age of 5,000 hospitals out of the total of 
6,000 registered institutions in the United 


States. 


HOSPITAL MANAGEMENT is the edi- 
torial leader in the field. Dr. T. R. Ponton, 
editor of the magazine, is recognized as 
an authority on all phases of hospital ad- 
ministration, and is frequently called in 


consultation on _ construction, 


manage- 


ment and staff problems by institutions all 
over the country. HOSPITAL MANAGE- 
MENT is alone in its coverage of the sig- 
nificant news breaking all over the coun- 
try, and particularly in Washington. 


If you would like a share of the growing 
sales now being made to the expanding 


hospital 


streamlined plan for 


market, let us tell you about a 
sales promotion 


which is guaranteed to produce results! 


Hospital Management 


New York 
330 W. 42nd St. 


Chicago 
100 E. Ohio St. 


Atlanta 
Walton Bldg. 


Portland 
Terminal Sales Bldg. 


The Only {1BC-ABP Publication in the Field 


San Francisco 


68 Post St. 


Los Angeles 
1709 W. 8th St. 
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moting the baby bonds during the | 
Treasury Seeks remainder of 1941. The department THIS WEEK . 7 . * YEAR T0 DATE 
at first sought $4,000,000, but the | naex O etal ctivity in 
lower figure was agreed upon. Mr. | 
Morgenthau disclosed the move for | : > I t t M k t 
$3,000,000 Fund a deficiency appropriation while ap- | mpor an. ar e€ Ss 
xearing before the house ways and . es P 
cane cnmmeitne. Funds attracted Based on total retail advertising volume in all newspapers 
to romote on . by the sale of baby bonds would | (Copyright, 1941, by Advertising Publications, Inc.) 
help foot the huge national defense 
Washington, Feb. 19.—Uncle Sam | bill. | TTTT IIIT [ TI] ] [TT] | | | | | | | {| | ||| LLEtEEh 
seeks $3,000,000 to advertise his President Roosevelt has already ——t + + + ane Ba2eea. 
: S $3,000, neath dik Un eaidinn ib eae zg | | | WEEK BY week VARIATION SHOWN HERE | | | gag | 
own baby bonds, it was learned to- signe ne Di raising the govern- +++ + [Ty ty an En Gn Gn Ge On en ee ee TTT t++++4+-+4 
day as Treasury Secretary Morgen-|ment’s debt limit to $65,000,000,000 || | ee 1] | | Li it 1 | | iii tt 
. . - - “ ‘ . mau ? T 7 | T | T 
thau went forward with plans to and providing for issuance of tax- +15 | | 1 | | | 1 {4 | | | | Litt | | | | | | | 
market these securities to small in- | able federal securities. A fortnight TTT] TTT TTT TTT {dt | | | rT} dd aa aaa | | | 
vestors. hence, Mr. Morgenthau said, the +10 wepeneeeeni im Coo | tt ) + 1 + t r TT + 
Secretary Morgenthau told a treasury will float the first issue of +S 4+ | TT TTT rT Coot tTHtT T rot | ry i T 
se ¢c ittee las ce oy | the defense securities. hla i= | } Lod meet Bae ee 
House committee last December se s LAST YEAR ot ' — ST -7 on neenee I naeeeen | 
that the government hoped to put anand a 255 +++ aod —}—+—-4+--4+-_-1 4 +++ It 4 t t } detienbikiod 
‘ ar ‘ive for U dd States “ us | 2 8 | ;} | BeegEez | gag | 
ona popular drive for United States Push True Temper Rods, | | 1 | t a ae | } 1} 1 
savings bonds, commonly known as | | | | | seeee ge 
baby bonds. His testimony, as re- Lures in 1941 Drive rd | rTTTTTTttttt rrTTl 
vealed in ADVERTISING AGE last American Fork & Hoe Company, t | + + | ; a TT T T TT 
week, was based on the belief that Cleveland, has planned a_ strong | } +- ++4+ 14 i 
a campaign to start as soon as pos- 1941 campaign to promote its line e | Oe Se 1 i iat | i 1 | 1 i 
sible would attract small buyers 0f True Temper fishing rods and es ee ~~ —— 
mae Seoee weg \.., lures, including Al Foss baits. JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
without affecting savings bank bal- A ‘half-page will appear in the 
ances. Mr. Morgenthau said that, annual fishing number of Collier's oes ales 
without a definite appropriation, he and regular copy will be used in 7-Week 7-Week 7-Weel orl pes or "pone 
was forced to use only postoffice outdoor and sports magazines, in- ‘Period ‘Westes ‘Senken 1941 1941, Week Week 
channels in distributing circulars, cluding Alaska Sportsman, Field Ended Ended Ended over over Ended Ended 
and could not advertise at all. and Stream, Hunting and Fishing Feb. 18, 1939 Feb. 17,1940 Feb. 14,1941 193% 1940 Feb. 17,1940 Feb. 15,1941 Le 
The treasury, it was learned, has | Magazine, Outdoor Life, Outdoors, | jon oO 1.163.156 1.108.536 1,147,428 id Lan 191. 75 196.879 ri 
; "- has ,| Outdoorsman, National Sportsman, | aipany. x. ¥ 717.678 928.773 SS8,758 23.8 1.3 175,389 148,898 
asked for a _ $3,000,000 deficiency | ¢ any, } 717,67 28,773 N88, 7 23.8 i 
: roger age t : Southern Sportsman and Sports | ‘Atlanta. Ga 1.082 288 1.747.762 1.789.648 4.7 24 ORT 338 248 018 
appropriation to be spent On pro-| Agelg. American Boy also will be | Baltimore, Ma .. 2,385,498 2,504,244 670,897 12.0 6.7 387,383 $34,780 
used. Griswold-Eshleman Company, | Birmingham, Ala 1,517,992 1,584,800 1,736,008 + 14.4 wt 260,260 293,944 
Cleveland, is the agency. Boston, Mass 2. 461,665 2,378,819 2,332,41 5.3 20 292,532 347,249 7 
. = = Bridgeport, Conn 1.148.000 1,208,480 1,276,072 2 5.6 170,184 190.360 ] 
7 Buffalo, N. Y 1,669,752 1.595,501 1,726,879 3.4 8.3 275,019 2U8 985 7 
| ; A Parsons to WBRK Camden N J $45,352 651.77 576,68 9g 5 11.5 78,933 101.591 7 
Co or as a Tool John T. Parsons, most recently aj Cedar Rapids, Ta H8,974 54,974 550,172 3.3 0.9 119,546 17,216 
member of the sales staff of WNBC,! Charleston, W. Va 1,234,597 1,131,061 1,154,538 6.5 2.1 171,577 ISS.454 
Recognized asa modern — Hartford, Conn., has been named ‘Chicago, TT HBTS DH? 206,8¢ }, 290,209 26 0,2 518,165 0,341 
merchandising tool, color commercial manager of WBRK, ine or eitaty Pog 3 oe 1h 1,868,607 1,883,367 0.8 287,633 09,370 
can sell your message, Pittsfield, Mass., to succeed Ml cane gy it tas ata nyt + Ps meee. pi 
product and package. oe on ee OO line, Tex 2,572,020 )3R1TS: 2.382.770 74 S744 370,945 
: f : tion in Poughkeepsie. ‘ ribbed ‘ iF,ve iv, 
; For further information, “eth npert, da 016,01 i 1.068.578 1.135.302 ia.2 6.2 194,902 211,778 
, , mivton, © 957,252 1.616.408 1.608.248 g.7 1S 265.800 2 HH 580 
why don't you write to Gering Joins N. W. Ayer Des i cach 1,124,89 1.037561 1,060,246 4.8 2.2 138,344 164,247 
( : ves eine it 789,773 7,62 734,945 7 ' 23,49 7,2 
EAGLE PRI TING INK co. Joseph Gering, formerly associ- Detroit i $35,447 wai iis . . a ee es aha Vii 
DIVISION - GENERAL PRINTING INK CORP, ated with Lester Beall, New York | 0 °4005 Meh 2.335.447 2,391,107 2,567,247 “9 74 152,262 114,782 
100 SIXTH AVENUE, NEW YORK Sechion desianer has joined the ort a ' "the rex tr a aa ne . +H 956 15.3 Ie ; a 138 ot hoe 
4 9 ~ “ p “tle, RM. eovsevevscer No H 45.016 40858 ov 0 61,322 61.000 
cache © ee eee staff of N. W. Ayer & Son, Phila-| tyansvitle, tna 318.240 29% Tr : Lae 43.508 268.3 
JERSEY CITY BALTIMORE iOGE 7 - - - 1,518.24 1,332,310 1,383,914 0 3.9 193,50 268,310 
j delphia. He was previously art di-| Fall River, Mass 306,585 $11,280 161,788 16.4 + 12.3 56,014 THG89 
rector of Fashion. Klint Mich 1.007.418 1.000.708 1.061.116 5 54 154.024 162.428 
Fort Wayne, Ind 1,217,370 1,329,517 1,240,624 oS 6.7 236,236 237,205 
Gary Ind 629,379 712.592 711.322 13.0 0.2 02. 435 LOS.797 
Girand Rapids Mich L056, 586 1,137,694 Leu 404 + 1.2 6.0 180,766 166,824 
Greenville, Soc TAS,5RS 851,651 845,445 19.6 1 123,172 127,806 
Houston, Tex 2,011,128 2 194 388 2 TSG RLS + 8.7 “4 246.192 PS HOO 
Huntington, W Va 792,163 S604] 955,117 2a “4 126,347 193,200 
Indianapolis, Ind LSS4,.866 2 O44.840 2 OS? 080 13.5 1.8 314.084 S646 
Jacksonville Mla 1.068.144 1,086,792 1,131,298 a + 4.1 177,688 IS1,748 
=| fernev Citv. N. J 245,460 245,604 228,123 7.1 7.1 S544 6,798 
Kansas City Kan 324.387 354.536 R292 O06 0.7 9.2 47.337 $5,717 
Knoxville Tenn 1,238,676 1,215,284 1,140,650 7 6.2 WO N44 177.100 
Littl Rock, Ark 1,072,974 1,048,180 1,177,344 9.7 12.3 164,108 167,030 
Los Angeles, Cal 146,160 265.886 > H54 B05 vas) 9.4 hO1T.6u 2HNat 
Louisville, Ky 1.6236,761 1.542.431 1.696.654 ? 10.0 240,411 08.091 
Lynn, Mass WS7.476 114,720 1,187,446 20.5 17.0 133,182 167,468 
Manchester, N. 161,074 476.544 $52,179 1. oe | RH S46 77,44 
Memphis, Tenn 1,316,392 1,768,788 1,492,176 + 15.4 15.6 203,070 222,712 
Miami, Fla 2 260.132 504.474 ® 245.708 ,2e G: $11.355 “56. O76 
Milwaukee, Wis 1,801,333 1,918,352 1,996,613 10.8 11 297,126 297,656 
‘Minneapolis, Minn 1,649.22 1,517,287 1,493.4 0.5 1.6 LYS. 770 193.064 
Moline-Rock Island, I NOU BT6 rosy 1,134,028 18.2 23.2 165,438 158,852 
4 "Nassau County, L. 1 270,132 297.197 67.080 25.0 61.5 127 6,002 
New Bedford, Mass 179.764 112.896 $45,718 5%) 2 4 14.208 H2.2N¢ 
New Haven Conn 1.128.008 1.190.588 1.251.502 10.4 * 163.212 180.352 
OR ew Orteans, la 2,476,922 2,421,719 2.434.462 7 05 $11,082 $54,916 
New York, N. ¥ 7.324,83 7.106.156 7.011.947 13 1 1.114.566 1,164.88 
Brooklyn, N. ¥ 554,443 $45,855 $56,288 17.7 ” 63.484 74.840 
Norfolk, Va 1,139,418 1.145.326 1.256.510 10.8 7 168.448 LUN O1¢ 
Oakland, Cal 995.112 1.114.637 1.07 ral + 7.9 ’ 244.545 174.482 
“Oklahoma City, Okla LO40,948 wy ONE V8 SUS 14 O38 173.670 he » 
Omaha, Neb HHS S08 679.355 TO2Z.N5N 4 i, 103.247 108.367 
¥ Peoria, Ol 1,295,033 1.253.477 1,298,386 x0 11.6 TS6,907 221,662 
ze i Philadelphia, Pa ,. 398,837 5.700 , GRINS: 72 L16 506.780 =a R90 
f Phoenix, Ariz HHH 984 1.038.020 1L.o76.0%¢ i2¢ 2 3.7 169,358 165,732 
Pittsburgh, Pa $10,282 ” 466.464 2 502,080 4 1.4 }H4, 826 INSL1TTS 
; Portland, ore 1 DON INN 1.275.438 1.547.380 o ¢ °13 298 412 297570 
Strategically located with deep water port facilities, terminus of Reading, Pa. LUTT47: 1,211,534 1,279,148 S46 5.6 216,874 2 
. , , : , kland Richmond Va 158.704 L3798,.812 1.421.896 10.8 =) 238.154 , 
| transcontinental air, rail and highway routes, Metropolitan Oaklan Renkentae. wt 192467 ean ane aah ene a aan Ban on 
is taking an important part in the Nation’s defense program. Rockford. ii) aa : ao ; : — 
SLL Us ESP E S012 m5o50 2? 36 " 24 64,822 SO 34 
Of the $201,710,000 already appropriated for the Metropolitan aan sche “—— 1,002,960 NYS, 786 W744 1.5 6.5 132,818 19,954 
; san reCeotnder e ‘ a7 von oe "ws " iu "vu mas x" 1% 
| Oakland area, Governmental expenditures for new, permanent bases ~ sips + tered gg :, 14,: : %- | 11 | + 129,811 
. . ° . ave . + ‘ hol S ain ‘a He "eo “ ; » “ou STS xs » 
total $62,200,000. Shipbuilding, manufacturing and other industrial Seattle. Waal 29 8 mdi es s mimi gedy ' ovens 
’ ’ ' L367 360 1.423.460 L371.84¢6 “ { TUS 996 o4.764 
t concerns hold contracts of $139,510,000. South Bend, Ind HSH ONE H54,69) H51.764 0 7 O7.07S 10S 
} . . Spokane Was SNe *% Noe . ‘ 6 The ; Oy ONE 
Add these new defense dollars to Metropolitan Oakland’s 1940 St poe M y ‘117 3 10h sh gas . 11 ace - 
; . . ‘ ’ “) « ‘ - ay os tTe40 ‘ tS “ 7.600 
Pacific Coast record: St. Paul, Minn 1.215.998 131 +: oo 0 - aa a 07.41 
} ‘ ° . . Syrac se N \ 23% s sof ase ? = ong r| » 77 ‘on 8o 
1. First in total per capita expenditures—$499.00. = cle er ee - . ones ‘1.2 11h, 209,82 
H 2. First in per capita food expenditures—$107.00. ae “a i forana ahr sea ee (86,128 fi " 19,81 126.9 
3. Third largest retail store sales volume—$201,101,060. Toronto, Ont.. Can ° 148 S08 rr = a =~ . ; a ~ a4 : +p. : 
4. 1401 factories had $45,000,000 pay roll. Troy, N. ¥ 152.804 165 ONO 185 968 = « - 62 650 16.68 
P ° Tulsa OkKia 1L115.096 Mm 88° 65.9000 4 <4 a4 KS 80 168.4 
There’s a record business year ahead! Reach the able-to-buy Washianica, 3 O wit. enone — : a 
| families in this leading Pacific Coast market through the columns Youngstown. O ‘nae San gry ts gen tt as ripe anaes an nee 
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} Atlanta Georgian and Sunday American ceased pub . Spokane Press discontinued March 18 


EXCLUSIVE ASSOCIATEO PRESS 


Tribune 


WIRTPHOTO .. UMITED PRESS 


National Representatives: WILLIAMS, LAWRENCE G CRESMER co. 
Member of AMERICAN NEWSPAPER PUBLISHERS’ ASSOCIATION : 
. saeaeilinn and Comics: NEWSPAPER GROUPS, INCORPORATED | 


Miami Adds $5,000 


The Miami City Commission has 
appropriated an additional $5,000 
for advertising, after finding the 
tourist trade disappointing. The 
money will be used to tell the pub- 
lic that Miami has ample living 


accommodations for 
sonable rates 


tourists at rea- 


The 
ing 


Detroit, 


larger quarters on the 


Steere Agency Expands 
Howard D. Steere 
Agency, 


has 


33rd floor 


Advertis- 
taken 


of 
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execut 


ivid Scott 
former 
joined the agency as 
ive 


bldg. C 
newspaper! 


- is 
as 7 ! 
Po 
4 7 
i EP = 
a 
: + 
; = 
: a 
ser 
a“ 
:.- 
_— 
4 
.. 
‘ a - up 
Ml oo 
. ) 2 — z I ioe a 
. "sy | 
‘. | | ee ee 
Pid —_ 
a | | Farah fi 
= : ; : FORON' Lai call 
GIBBONS KNOWS CANADA |g 
et Oe 5. 5. GIBBONS LIMITED - ADVERTISING AGENTS |\—— 
aa rales 
< ..¥ 
eae Ne: : . ; . ; : i 
pee = . asi f reg OR pee wee ict va 2 ‘ =i ee ay. et oe eke “seek A rR om, ars. a me i agile ae ’ : Dia’ : rae te | if 5 ' 
Bo ey 5 pe a ee ge 7 ot Re ae I ae ne al EE a ea ge ee 


February 24, 1941 


ADVERTISING AGE 


37 


Advertising fo 
Play Big Part in 
§. A. Trade Drive 


(Continued from Page 1) 


American markets as a basis for 
merchandising expansion. 

2 Examination of widely circu- 
lated reports that American adver- 
tising dollars are being used for the 
promotion of pro-Axis interests. 

Development of improved 
techniques for the guidance of 
American advertisers and agencies 
active in Latin America. 

The first of these objectives has 
been tackled in conjunction with 
the American Association of Adver- 
tising Agencies, whose Export Serv- 
ice Bureau has been retained to 
undertake a series of market and 
media studies throughout Central 
and South America. The results 
will be made available to American 
exporters and advertisers through 
the Department of Commerce. 

Organization of a field staff has 
already been started by the Four 
A’s. It is expected that the project 
will eall for about 50 researchers 
who will work out of seven strate- 
gically located South American cen- 
ters under the direction of Dr. Had- 
ley Cantril, Princeton University. 
In addition to compiling the 
kind of market data regarded as 
essential to modern merchandising, 
information will also be gathered 
on media circulation and rates. It 


is 


| that 


MAILING 


LISTS 
All 


Classifications 
A 
COMPLETE 
DIRECT MAIL 
ADVERTISING SERVICE 


* Addressing 

* Folding 

® Enclosing 

® Stamping & Mailing 
® Printing 

® Multigraphing 

® Mimeographing 


Daily Capacity, 100,000 


Trade Circular Adv. Co, 


27 South Market Street 
Fra. 1182 Chicago, III. 


| $50,000,000 a 


expected that an attempt will 
also be made to set down informa- 
tion on editorial contents, perhaps 
with a view to shedding some light 
on alleged pro-Axis sympathies. 


Must Watch Appropriations 


According to export executives 
the problem of keeping American 
advertising dollars out of the hands 
of anti-democratic propagandists 
resolves itself into a careful exami- 
nation of distributors who handle 
American goods and the exercise of 
greater control over the use of 
export advertising appropriations. 

Apparently the distributor prob- 
lem has already drawn the atten- 
tion of the State Department be- 
cause only recently it was revealed 
governmental agencies’ in 
Washington are applying “diplo- 
matic pressure” to American com- 
panies with branches or agents in 
Latin America, urging that all per- 
sonnel evincing pro-Axis or anti- 


American sentiment be cleaned out. | 


Reliable reports indicate that a 
number of discharges have already 
been made while many manufac- 
turers are investigating their Latin- 
American staffs with a view to “de- 
Germanizing” them. Washington 
circles expressed the opinion that 
shipping licenses may be withheld 
from companies believed to have 
pro-Axis employes on their staffs. 
The State Department has already 
compiled a list of suspected compa- 
nies and individuals in the 20 Latin- 


American republics. The U.S. 
Embassy in Mexico alone is said 
to have furnished a list of 300 
names. 


Important Problem Posed 


The problem of exercising tighter 
control over the actual expenditure 
of advertising money in Latin- 
America matter of great con- 
cern to American companies, since 
this subject has been a moot one 
for many years. Some manufac- 
turers follow the practice of making 
outright advertising allowances to 
South American distributors with 
the expenditure of the funds left 
entirely in the distributors’ hands. 
Others offer suggestions for the use 
of the appropriations, while still 
others place all advertising orders 
through their export agencies here 
or through associate agencies in 
Latin America. It understood 
that as a result of State Department 
disclosures and publicity given to 
misuse of American promotion 
funds, some advertisers have begun 


Is a 


IS 


to exercise tighter control at the 
source. 
There are no accurate figures 


available as to the total advertising 
expenditure of American concerns 
in Latin America. Estimates vary 
all the way from $10,000,000 to 
year. Some interna- 


NATIONAL PARK * ARKANSAS 


Lifes thrilling in the Ouachitas. Year ‘round outdoor activities. 
golf, tennis, fishing, boating, hiking and riding! Exciting 
thoroughbred horse-racing at the Oaklawn Track from 
February 24 to March 29! Truly the most glorious resort 
spot in America! Stop at the Majestic Hotel in Hot Springs. 
%, Pleasant accommodations, ranging from single rooms with 


or without bath, to delightful 2, 3 and 4-room apartments. 


FROM 2 DAILY 


Direction 
SOUTHWEST HOTELS INC. 
Mrs. H. Grady Manning, Pres 
RE. McEachin, Gen. Mgr. 


BYRNES, Monaoger 


Government supervised bathhouse in connection with the 
hotel. Delightful Majestic Lodge on beautiful Lake Hamilton. 


MAJESTIC Z.2/ 


APARTMENTS AND BATHS 


Write For Free Booklet to 
FRANK W. 


HEADS OFFICES 


J. C. Cornelius, for many years a vice- 
president of the agency, has been made 


vice-president of Western offices for 

Batten, Barton, Durstine & Osborn, di- 

recting activities of the Chicago, Min- 

neapolis, San Francisco and Hollywood 
offices. 


tional newspaper’ representatives 
are of the opinion that funds allo- 
cated for advertising use by Ameri- 
can companies probably total the 
larger figure, but it is questionable 
whether a very large proportion of 
the allowances ever find their way 
into media channels. 


Increased Advertising Seen 


In outlining his group’s market 
research plans for Latin America 
Mr. Rockefeller remarked — that 


many exporters feel their advertis- 


ing budgets in these countries 
would undoubtedly be larger if 
more information were available 


on the “needs, tastes and habits of 
living of the citizens of our neigh- 
boring republics.” The studies being 
undertaken, he added, should supply 
this information and the result 
should be “increased use by our 
advertisers of the press, radio and 
other media of these countries.” 
That an attempt will be 
made to furnish Latin American 
advertisers with information about 
markets for their products in the 
United States was also emphasized 
by Mr. Rockefeller. A merchandis- 
ing advisory service will be oper- 
ated by the Inter-American Devel- 
opment Commission for the benefit 
of producers and exporters outside 


also 


the United States. 
It is understood here that the 
Four A’s research and the aid 


offered Latin American merchan- 
disers represent only the first steps 
in a widespread effort to stimulate 
commerce in both directions. The 
development of the program will 
undoubtedly involve a considerable 
expansion of advertising budgets. 


Although the Four A’s studies 
will emphasize newspapers and 
magazines insofar as Latin-Ameri- 


can media are concerned, radio will 


come in for increasing attention 
during the months ahead Mr. 
Francisco is devoting most of his 


time to this phase of communica- 
tion and upon his return to the 
United States early in March he 
will undoubtedly furnish a_ vast 
amount of hitherto unavailable 
data. 


Hosiery to Houck: 
Expands Staff 


Virginia Maid Hosiery Mills, 
Pulaski and Hillsville, Va., has 
appointed Houck & Co., Roanoke, 


Va., to handle its advertising. Mag- 
azines, business publications and 
direct mail will be used 

William H. Frey, formerly 
editor of a New York 
publication, has joined the 
copy staff and Miss Nelly B. Scott 
has been made a copy assistant in 
the agency's Richmond office. 


an 
business 
Houck 


Proctor Buys New Plant 
The Proctor Electric Company, 
Philadelphia, has purchased a new 
plant to be used in making electric 
irons, toasters and other household 
electrical appliances, which will 
double the company’s production 
capacity. Howard Tilson, formerly 
with A. G. Spaulding & Brothers, 
has been appointed factory man- 
ager. 


| fore turning to illustrating. 


Albert Sterling, 
Art Director, 
Is Dead at 66 


New York, Feb. 18.— Albert M. 
Sterling, who retired as art director 
of Lambert & Feasley a year ago, 
died here last week at the age of 
66. Among the accounts which he 
worked on during the past 15 years 
of service with several agencies 
were Lucky Strike, Palmolive, 
Ivory, Kotex, Dorothy Gray, Stude- 
baker, General Motors, 
and Quaker Oats. 

He started his career a re- 
porter and worked on a number 
of newspapers and magazines be- 
At one 
time he was art director of Procter 
& Collier agency in Cincinnati. 
After coming to New York, he held 
the same position with Thomas H. 
Logan and Lord & Thomas before 
joining Lambert & Feasley. 

He spent nine years as a young 
man working on a genealogy of his 
family which was published in 1,500 
pages in 1909. Survivors include 
his wife and a daughter. 


Listerine 


as 


NATHAN RICHMAN 


Cleveland, Feb. 18.—Nathan G. 
Richman, 72, the last of three 
brothers who founded the Richman 
Brothers clothing chain, died here 
yesterday. The eldest of the three, 
and chairman of the board of the 
clothing company, he played a 
dominant part in its growth to the 
point where it now has 60 stores 
from Boston to Kansas City and is 
capitalized at almost $22,000,000. 


FREDERICK A. KAUFMANN 

N. J., Feb. 17.—Fred- 
erick A. Kaufmann, business man- 
ager of the Jersey Observer, of 
Which he had been an employe for | 
41 years, died after being stricken 
at his desk Feb. 12. He started as 
a bookkeeper and became 
manager 15 years ago. 


Hoboken, 


business 


THOMAS RATH. SR. 


Cleveland, Feb. 17.—Thomas 


Rath, Sr., vice-president and na- 
tional advertising director of 
American Stove Company from 


1929 to 1938, when he retired, died 
at Lorain, O., Feb. 13. He was 74 
years old. Mr. Rath started work- 
ing for Hull Vapor Stove Company, 
which was later absorbed’ by 
American, at the age of 14 and had 
been with the company ever since. 


ERNEST L. KIMBALL | 

Lowell, Mass., Feb. 17.—Ernest 
L. Kimball, one of the pioneers in 
outdoor advertising in this section, 
died suddenly at his home Feb. 12. 
At the time of his death he was 


president and treasurer of the Kim- 
ball System, Inc., which built signs 
throughout New England and until 
recently operated a branch in Port- 
land, Me. 


P. W. PERKINSON 

New York, Feb. 18.—Preston 
Wright Perkinson, classified adver- 
tising director of the Washington 
Times-Herald, died at the home of 
a sister in Bronxville Feb. 13 after 
an illness of two months. He was 
36 years old and had been with the 
Times-Herald for two years. Pre- 
vious connections included the New 
York World, American and Journal- 
American, and the Philadelphia 
Public Ledger. 


yillespie Brothers, Inc., publisher 
of the Stamford Advocate, Stam- 
ford, Conn., has appointed Schuyler 
Gillespie as editor-in-chief of the 
Advocate and general manager and 
treasurer of the corporation. He 
succeeds his brother, R. H. Gillespie, 
who died Jan. 15. Schuyler Gilles- 
pie has been associated with the 
corporation for many years and 
was head of its printing department. 


WOL to Kauinen 


WOL, Washington, D. C., has 
appointed Henry J. Kaufman, Ad- 
vertising, Washington, to handle its 
account. Business publications and 
local newspapers will be used. 


N. Y. Office of “NJ Moves 

National Jeweler, 
lisher of NJ, jewelry 
has moved its New York office to 
630 Fifth avenue, International 
bldg., Rockefeller Center. 


Chicago, pub- 


publication, 
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Complete facilities and long ex- 


perience enable us to meet the 
exacting demands of agencies, 


publishers and marketing analysts. 


FREE Booklet 
Write today for your copy of the 
free booklet, Economy in Market 


Research." 
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FAITHORN 6 


504 SHERMAN ST 


PRINTING 


There are a large number of concerns that 


render one type of service and do it well... 


*x THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 


of service—ad-setting, engraving and 
printing—and does them ALL equally 
well—with less effort and less cost. 


Telephone WABash 7820 


-——DAY AND NIGHT SERVICE—~ 


ORPORATION 


REET * CHICAGO 
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Asks Contract Copies 

The Wisconsin assembly’s com- 
mittee on agriculture has offered a 
bill which would require manufac- 
turers operating under fair trade 
laws to file a copy of all contracts 
with the state agriculture depart- 
ment at a registration fee of $100 
and an annual license fee of $10 
for each commodity listed in the 
contracts. Manufacturers also would 
be required to notify each of their 
retailers of the provisions of the 
contract. 


NBC Adds Leader 


Anton Leader, formerly with 
Station WMCA, New York, has been 
appointed a director in the produc- 
tion division of National Broadcast- 
ing Company. 


Pretty Peggy to 
Feature Biggest 
Dr. Pepper Drive 


Dallas, 
Pepper, a new trade character who 
recently made her debut on the 
|radio, will highlight forthcoming 
|advertising of Dr. Pepper Company 
in the largest campaign in the com- 
pany’s history. 

Pretty Peggy will appear in all 
|advertising and point-of-sale mate- 
rial used to promote the Dr. Pepper 
drink this year. Her antics, designed 
to show the energy-giving proper- 


| 


|tured in 190 newspapers, Holland’s, 


ities of the beverage, will be fea- | 
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‘outdoor posters, movie trailers and | 
spot and network radio. 

Dr. Pepper is sold across the 
southern part of the country from 
ocean to ocean, as well as in sev- | 


eral sections of the Middle West. | 


|charge of the account. 

Peggy will appear once a week | 
|in a black-and-white comic strip in 
/165 papers, and bi-weekly in 25 
|Sunday papers. The network show 
|is called “The Dr. Pepper Parade” 
and stars Molasses ’n’ January, the 
blackface team. Other talent in- 
| cludes Peter Van Steeden’s orches- 
tra, singer Margaret McCrae and 
| master-of-ceremonies Jack Arthur. 


peak proportions late in March 
when the newspaper drive begins. 


Cardox Promotes Five 
Cardox Corporation, Chicago, has 
promoted J. H. Bell to executive 


Feb. 20.—Pretty Peggy | Benton & Bowles, New York, is in | vice-president; Eric Geertz to vice- 


president in charge of the fire divi- 
sion; Harry Ensminger to general 


|sales manager of the fire division; 
| Lawrence E. Lawson to vice-presi- | 


dent of the carbon dioxide gas 
division, and Dr. C. A. Getz to 
director of research. 


Wheelock Expands 


Ward Wheelock Company, New 
York, has leased the remaining half 
of the 26th floor at 444 Madison 


Film trailers will be used by local 
| bottlers. The campaign will reach 


avenue, and now occupies both the 
|26th and 27th floors. 


AYBE it’s bad manners to peer over 
a stranger’s shoulder. But it’s excus- 
able — if he’s reading a newsmagazine like 
NEwswEEk. Because news has suddenly be- 


come as vital as food and shelter . . 


. with 


thunder over Europe echoing and rumbling 


across our own 


nation . . . with business, 


defense, labor, politics, playing stellar roles 
in our own lives and futures. 
That’s why the newsmagazine has become 
the biggest publishing news of this era. 
Take, for example, Newsweek. Its edi- 
torial formula of the News plus its Signifi- 
cance... Periscope... Authoritative Signed 


Opinion . . 
and contradiction in the news. 


. is a triple threat to confusion 


Because that formula was forged and 
tempered under the pressure of today’s 
changed world, more than 430,000 of the 
nation’s intelligent, progressive families find ' 
NEWSWEEK brings them understanding of 


today’s changed world. 
And astute advertisers, 


quick to sense 


the values of such an audience, gave NEws- 


WEEK a 90°, increase in ad 
1940 over 1939 . 
general magazine. 


“THE MAGAZINE OF NEWS SIGNIFICANCE” 


Listen to 


WICC Bridgeport 
WNBC Hartford 
WIL Phitadelphia 
WBAL Baltimore 
WMAL Washington 
WAGA Atlanta 
WIHP Jacksonville 


AHEAD of the HEADLINES 
the air every thursday night, 10:30 £.S T..9:30C.S.T 
P._S. T. NBC Blue Network stations 


WSUN Tampa 
St Petersburg WAKR Akron 

WBZA Springfield Mass WTMC Ocals 

WLOF Orlando 

WMF) Daytona Beach 

WKAT Miam: Beach 

WEBR Buffalo 

KDKA Pittsburgh 

WHK Cleveland 

WTOL Toledo wR 


Newsweek on 
7:30 


WSAI Cincinnat: 


WXYZ Detroit 

WENR Chicago 

KXOK St Louis 

KFRU Columbia. Mo 
KGKO Ft. Worth Dallas 
KGO San Francisco 
KECA Los Angeles 
Seattle 


vertising dollars, 


. largest gain of any 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 


Newswee 
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TNEC Monograph | 
Sees Economies 
in Chain Set-up 


Washington, D. C., Feb. 18.—Cor- 
porate chains now account for 
proximately 40 per cent of all food 
products sold through retail « ut- 
lets, according to a_ study on 
“Large-Scale Organization in the 
\Food Industries” written by Dr. A 
'C. Hoffman, economist, Bureaw of 
Agricultural Economics, which was 
released today by the Temporary 
National Economic Committee. 

Similar developments have ta xen 
place in other sections of the | j0d 
industry, Dr. Hoffman says, ci'ing 
the meat packing industry, in w! ich 
he says the five leading compa ies 
slaughter and distribute more | ian 
two-thirds of the livestock, as apn 
|example. 
| “Mass distribution is as_ inbher- 
ently a part of our modern economy 
jas mass production in industry, is 
jthe conclusion drawn in the study 
‘On the whole, he says, mass <(is- 
\tribution of food products appears 
to have led to increased efficie cy 
in the sense that less labor and cip- 
| ital are needed to move commodities 
|from producer to consumer. If the 
|system leads to the point where in- 
tervention in the public good is re- 
| quired, he says, such intervention 
‘should take the form of regulation 
jand control rather than dissolution. 


Koppers Elects 
‘New Division Heads 


| W. F. Munnikhuysen has been 
| elected vice-president of Koppers 

Company and general manager of 

the Wood Preserving Division. He 
|formerly was president of the Wood 

Preserving Corporation, a Koppers 
|subsidiary, which recently became 
a division of Koppers Company. H 
R. Condon and E. J. McGehee, for- 
merly vice-presidents of the Wood 
Preserving Corporation, have been 
elected vice-presidents of Wood 
Preserving Division. These officers 
all will have their headquarters in 
the Pittsburgh general offices of the 
| company. 

All sales, plant and _ production 
department personnel of the Wood 
Preserving Division, operating in 
26 states, will continue the activities 
of the predecessor company. 


Climalene Starts Drive 


The Climalene Company, Canton, 
O., has opened its 1941 advertising 
campaign on Climalene and Bowl- 
lene, in newspapers wherever these 
| products are marketed. The drive 
| was planned by Robert H. Marriott, 
Climalene advertising manager, in 
|}cooperation with Ralph Leaven- 
| worth, vice-president of Fuller & 
|'Smith & Ross, Inc., Cleveland, the 
| agency. 


More Space for Financial 

| The Financial Advertisers Asso- 
ciation, Chicago, has expanded its 
| office, moving from the 17th floor t 
Room 2054 at 231 South LaSalle 
| street. Leaders in the field attended 
la housewarming for the new office 
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THE ONLY EXCLUSIVE 
POSTER SHOWINGS! 


Only one advertiser can 
taxiposters at one 
city. Taxiposter as 
is exclusive, wit : 
mium rates! Fo anal 
write Wm. E. We “a 
Washington Bidg., | ouis¥"™" 
Ky. 
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VARIETY OF BACK PANELS FOR MOLASSES CANS 
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FOCKINGS BY 


M* Callum 


and 


The day after he returned to Minne- 
apolis from his trip to England with 
Wendell Willkie, John Cowles, publisher 
of Minneapolis Star-Journal (left), ad- 
dressed a special meeting of the Adver- 
tising Club of Minneapolis. With him 
are Frank Kiewal, advertising manager, 
Minneapolis Brewing Company, vice- 
president of the club, and E. R. Cham- 
pion, advertising manager of Investors 
Syndicate, president of the club. 
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A dozen cans of Grandma's Old Fashioned molasses now include nine different 
back panels, as shown here, although all the front panels are identical. The The anntad« : : ont : 
an ; pectacle of a stocking advertisement without a feminine leg is 
~~ labels were carefully worked out to supply maximum eye appeal on shelves. This unusual stationery basket was made the innovation offered by Propper-McCallum Hosiery Company, which will use 
pe F for Eastern Tablet Company, Albany, this copy in the March 15 issue of Vogue. The advertiser believes this change 
— N. Y., by Parfait Powder Puff Company, of pace will be a welcome relief from the current crop of shapely legs and 
om ; ELSIE IS THE BUSIEST YOUNG MATRON! Chicago, using Eastman acetate sheet. ankles on view in advertising copy. O'Dea, Sheldon & Canaday is the agency. 


WINDOW DISPLAY HAS PLENTY OF THE REAL McCOY 
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This intriguing desert window is being used by United Air Lines throughout the Middle West, East and Pacific Northwest 

to sell winter vacation travel to California and Nevada. Genuine desert smoke trees, cactus and other atmosphere, as well 

as on-the-spot pictures, all collected by E. D. MacGlone of its Chicago advertising office on a special trip to Palm Springs, 
Death Valley, Boulder Dam, etc., are included. Firks Display Studios, Chicago, worked out the window. 


‘ forthcoming full-color Borden magazine advertisement, in which Elsie carries WILL DO SALES JOB FOR JANTZEN DURING COMING SEASON 


the load, and how! (Story on Page 24.) 


FRANKY IS NEWEST TRADE CHARACTER 


COUNTRY mam 


Sclami 
Boneless Ham 
wish, ed-haired youngster named Franky will carry much of the promotion 
tha the new campaign for Visking Corporation's skinless frankfurter casing 
pared by Weiss & Geller. Here is some point-of-sale promotion in which Drawn by the Esquire artist, Varga, this 24-sheet in full color will qo up March | in Florida cities, and postings in other 


he is featured. sections will start in May, for Jantzen Knitting Mills, Portland, Ore. 
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ne) 7. problem of raw materials to- 
goes | dey is just as much a problem for the 

“— advertising agency or advertising 
department as it is for the manufacturer. Those 
who are in the business of advertising must con- 
sider what priorities will do to the supply of metal 
from which illustrations are made . . . paper, on 
which messages are printed . . . and equipment, 
by which advertising is produced. 


Complete 
3-WAY COVERAGE 


INSTITUTIONS Magazine gives you an 
audience of over 250,000 reader-buyers 
of the large consumer classification. 


INSTITUTIONS Magazine furnishes the 
stability which can only come from an 
organize’‘on with more than 51 years of 
successtul publishing experience. 
INSTITUTIONS Magazine offers com- 
plete 3-Way coverage of readers, sub- 
jects and institutions. 


1. Among Readers, it reaches over 
250,000 owners, operators, purchasing 
agents, housekeepers, dietitians, su- 
perintendents, outfitters and others 
who control purchases. 

3. pane Subjects, it is confined ex- 


Today's problems involving labor and per- 
sonnel relations are not confined exclusively to 
the manufacturing field. Advertising executives 

cluively to equipping, fumishing, also, must keep an ear to the ground. Turnover 


moneging. must be considered here as elsewhere. 
3. Among Institutions, it reaches the 
following ee with over 60,000 
copies monthly: 
Hotels Real estate depts. 
Restaurants of insurance 
Cafeterias, Industrial companies 


Production in the advertising business is no 
stranger to straight-line methods. Whether it 
be a custom-built advertising job demanding the 


aa Public 2: peak in creative ability, or whether it be a rapid- 
a se ol Steamship Lines fire series of advertising messages, the advertis- 
ew «companies ing business must hold to production schedules. 


Homes for Aged, _ institutions 


Fraternal, Veter- Wholesale depart- 
ans’, Blind, etc. ments of depart- 
Y.M.C.A.'s, and ment stores 
Y.W.CA.'s Asylums 
Clubs Penal institutions 
Outfitters or and jails 


The foregoing analogy can be carried still fur- 
ther. Management, research, and product de- 


Pare 


velopment are just a few of the considerations in 
successful manufacturing activities which have 
parallels in advertising businesses. 


lenobtncnl U nder today's rapidly changing 
vers conditions, manufacturers who have 
“advertising messages to tell are urged 
to consult their advertising agencies . . . and to 
take advantage of their specialized services and 
understanding of current problems. 


Under today's changing conditions, manufac- 
turers who have advertising messages for the 
institutional field will find that INSTITUTIONS 
Magazine is the first choice of leading advertising 
agencies. Itis their selection because it has been 
designed to meet your advertising requirements 
. .. because it is out in front in assisting the entire 
institutional field to solve its problems resulting 
from today's changing conditions. Consult Your 
Advertising Agency regarding INSTITUTIONS 
Magazine ... or write to 1900 Prairie Avenue, 
Chicago, for "Our Tell All Album." 


jobbers Motels (Motor 
Janitor supply Courts) 

houses Architects specializ- 
Commercial ing in institutions 

buildings Manufacturers’ 


Apartment buildings agents 
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Gireulation of this Issue 


OVER 60,000 COPIES 


United Staten and foreign 


in the 
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1900 Prairie Avenue, Chicago, IWl,, U. S.A 
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